MUTHURSDAY, MAY 20, 1954, 23y NEW JOURNALS LAUNCHED 
— AS AD REVENUE BOOMS 


Advertiser's 
Weekly = 


ORGAN OF BRIT SH ADVERTISING 


Every week a selection of the country’s 
foremost advertisers to women is 
found in WOMAN’S OWN. There 


is a very good reason. To be in 


WOMAN’S OWN is to be in 


the forefront of national campaigns 


to the women’s mass market. 


Stuart Mander, Advertisement Director, George Newnes Limited, Tower House, Southampton Street, Strand, 
London, W.C.2. Temple Bar 4363 (40 lines) 
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When circulation is 
‘little but good’ 


Sm,—"Editor” (May 13) is 
surely being ingenuous in ashing 
why A.B.C. figures cut no ice in 
the technical field. Take the oil 
industry—the men who do the 
buying and specifying of plant 
for this industry are known as 
chemical engineers. There are 
probably not more than 350 of 
them in the country in the oil 
industry. 

Obviously, therefore, a paper 
which may reach 80 per cent of 
the chemical engineers in the 
oil industry is a far better space 
proposjtion for selling plant to 
the chemical engineer than a 
mammoth circulation newspaper 
of wide general interest. 

In a technical field it is ve 
often a case of “ little but good.” 

N, T. SHEPHERD. 
The Institution of 
Chemical Engineers. 


The shape of things 


to come 
Sm, — Your correspondent 
Peter Johns (May 13) not 


go far enough. He suggests that 
public relations officers work in 
competition with their colleagues 
in advertifing whereas the 
should co-operate to the full 
with the account executives. 
That is pre-war thinking. 

The advertising organisation 
of to-morrow will be headed by 
the best public relations men. It 
will probably be called a market- 
ing agency and ft will deal with 
all aspects of selling goods and 
ideas. 

Advertising will then become 
just one part of the marketing 
operation, What is now called 
an advertising agency will be- 
come just one department in the 
marketing organisation. This 
will not hamper the real creative 
men; they will be at the top. 


Notting Hill Gate, HeNRy Prout. 
_ Lond ion, W. 


Walkers 


(showcards) limited 


MANCHESTER | 


To The Editor... 


A PUBLIC RELATIONS JOB 
Where the voice of advertising 
is most urgently needed 


Sin,—-ADVERTISER'S WEEKLY 
recently recorded that a church- 
ers’ outing had to be cancelled 

use the promoters had men- 
tioned it in a parish magazine. 
The mention was held to be 

“advertising.” 

This is not an isolated case. 
Don't say “the law is an ass”— 
it may be, but it was law made 
~ Westminster and not by law- 


Pediat is frequently, in 


one way or another, co ring 
legislative enactments which 
directly affect advertising. In the 
last session we had the Merchan- 
dise Marks Bill and the Man- 
chester Corporation Bill. In the 


present session we have a Food 
and Drugs Bill and the Television 
Bill. These are major matters. 

Manchester Corporation 
Bill, it is true, did not reach the 
Statute Book, and the outdoor 
advertising industry is still wait- 
ing for Parliament to honour the 
pledges given to it at the time 
of the passing of the 1947 Town 
and Country Planning Act. But 
in addition to these major pieces 
of legislation, there are minor 
ones. Look, for instance, at the 


THIS WEEK 
Points, a — regular 


NEXT WEEK 
Survey of the Top Executives 
Press. 


Talk 


penalties that can be inflicted, 
under the Customs and Excise 
Act, 1952, for the misdescribing 
in an advertisement or on labels, 
liquor as spirits, or substances as 
beer, without having paid the 
prescribed duties required by the 
Act in respect of spirits or beer. 

Much of this may be good 
law; some of it may not be, As 
advertising grows in volume, Par- 
liament omes more and more 
interested in what advertising is 
doing. One cannot complain 
about that. All industry has to 
carry a burden of legislative 
curiosity and interference. 

What is important is that ad- 
vertising should be continuously 
on the alert to ensure that its 
case is put before both Commons 
and Lords. 

This, in a way, is a public rela- 
eS is not a job pes 
can ne through 
public relations channels. I. 


be done only by Parliamentarians 
and lawyers who, first of all, 
know something of advertising’s 
ange and who, secondly, 
now something about making 
and interpreting laws: in other 
words, by the Members of Par- 
liament directly or indirectly 
associated with advertising, and 
the group of lawyers who en- 
deavour to keep themselves up 
to date on the interpretation of 
the law. 


M.P.s can help 


Of the Members of Parliament, 
there are at least half a dozen 
who know a good deal about 
advertising; there are in addition 
at least two Parliamentary agents 
who know what to look for, so 
far as advertising is concerned; 
and there are at least half a 
dozen solicitors and barristers, 
Queen’s Counsellors, who are 
familiar with different phases of 
advertising law. 

Thus, it is obvious, here is 
the making of a first-class team 
of experts, but the weakness is 
that they never meet and, as a 
group, they never discuss the 
subjects which should keep them 


together. Take, as an example, 
what happened in relation to the 
Merchandise Marks Act, when 


it was going through Parliament. 
One of the major advertising 
organisations consulted one bar- 
rister; another of the organi- 
sations consulted a _ different 
barrister. There was no contact 
between the organisations, or the 
lawyers, and there was no contact 
between the lawyers and the Par- 
liamentarians who had to fight 
the battle in the various stages 
of the passing of the Bill. 


Pool resources 


This is the one platform on 
which all the organisations in 
advertising can pool their resour- 
ces, and call into existence a 

‘ial Parliamentary and Legal 

ommittee. Under the chair- 
manship of an experienced ad- 
vertising authority who has had 
such wide experience, both in law 
and Parliament—F. P. Bishop, 
for instance—such a Parliamen- 
tary and Legal Committee would 
have exceptional influence, both 
in Parliament and in interpret- 
ing the law. There are many 
matters, apart from those men- 
tioned above, on which an ex- 
change of views between such 


specialists would be desirable. 
In almost every other sphere of 
advertising, the specialists have 
their meeting ground, but in this 
highly important field, so vital 
to everyone engaged in advertis- 
ing, there is no such meeting 
place and no exchange of views, 
except casual talks between indi- 
viduals and the formation of ad 
hoe committees which go out of 
existence when their function has 
been completed. 

It is not suggested that another 
organisation should be formed: 
all that is suggested is that the 
present organisations should pro 
vide the machinery whereby these 
specialists can get together and 
not work in isolation, 

The signs are that we are pas- 
sing into an era which will pro- 
duce more and more legislation. 
If so, such a Committee would, 
to put it mildly, be extremely 
useful. In any case, there are on 
the strictly legal side, certain im- 
portant and urgent matters that 
ought to be considered. And, 
so far as I know, nobody in 
advertising is to-day considering 
them! 


Members of this Committee 
would not only consider adver- 
tising’s problems, but wosld be 
able to speak for advertising 
where their voices would be most 
effective. 

BARRISTER-AT-LAW. 
(Name and address supplied.) 


Plea for pictures 


on posters 
Sir,—The trend towards typo- 
graphical posters is disturbing. 


The medium offers wide scope 
for the pictorial message and it 
has been used in the past with 
striking effect by the greatest 
commercial artists. 

Half a dozen words on sixteen 
white sheets are a poor substi- 
tute for a product in blazing 
colours. 

Goprrey McEwan. 
Station Road, 
London, N.11. 
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SEEING YOUR SALESMAN w 


What other salesman can get the ear 
of Top Management on the way to 
the office? Even before the executive 
is swept into the bustle of his daily 
work he reads THE FINANCIAL TIMES; 
at breakfast, on the train, or in his 
car, There is no surer way of getting 
known in the offices and board 
rooms where the big buying decis- 
ions are made than through the 
columns of THE FINANCIAL TIMES. 


reaches Top Management every day 


mast 


THE FINANCIAL TIMES 


INDUSTRY + COMMERCE + PUBLIC AFFAIRS 


Eg SIDNEY HENSCHEL - ADVERTISEMENT DIRECTOR « 72 COLEMAN STREET - LONDON E.C.2, 
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It’s going to 
mean a lot of overtime 


I don’t think the men will mind that, Sir. 


I bet some of them have to put up with some moans from their 
wives though. I know I do. Last night my wife was saying I 
might as well live at the works for all she sees of me. 


I get that as well. But, with the chaps in the works it means 
television sets, vacuum cleaners, washing machines. No, I 
don’t think the wives grumble much. When you have no 
heavy overheads and probably live in a subsidised house you 
can do a lot with an average weekly wage of £15 or more. And 
in quite a few of these families there are two, three, and even 
four wage earners. 


With the biggest daily 

net sale on earth, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 
Mmm. It mounts up, doesn’t it? 

Yes, by and large, they are the people with the money to spend 
nowadays. 


DAILY MIRROR 


When planning 

your schedule you 
MUST include 

THE DAILY MIRROR 


(NILIAUULULVULUUVLONUULOUUULLULOUALLOA ULL 
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PROGRAMME 
FOR POSTER 
CONFERENCE 


Programme of the 65th annual 
conference of the British Poster 
Advertising Association, to be 
held at the Imperial Hotel, 
Blackpool, Monday to Wednes- 
day, June 14-16, is as follows: 

Monday. Annual golf com- 
petitions, played at Royal Lytham 
and St. Anne’s Golf Club. 
Morning: Mills & Rockleys 
Cup, 18-hole Medal Round off 
clu handicap. Afternoon : 
Leicester Cup, 18-hole two-ball 
foursome bogey competition. 
Day’s coach outing to Lake Dis- 
trict, with steamer trip on Lake 
Windermere to Ambleside. 


Tuesday. Morning: civic 
welcome by Mayor, Cr. W. 
Ogden. Mannequin parade. 


Annual general meeting, open to 
members only. Afternoon : 
Technical sessions, chairman, P. 
D. O'Connell. “Public relations 


About 13,000 poster advertis- 
ing spaces are being lent to the 
British Empire Cancer Campaign 
by members of the British Poster 
Advertising Association and the 
London Poster ge As- 
sociation to coincide with a 
radio appeal next Sunday and a 
London flag day next Tuesday, 


in the industry and how the 
individual can play his part,” 
speaker, Paget-Cooke 
(director, public relations, Foote, 
Cone and Beldin 

chairman of council, Institute of 
Public Relations). “Improve- 
ment of poster design,” S. John 
Woods (advertising director, 
Ealing Studios). Evening: civic 
reception followed by dance, 
given by Mayor and Mayoress 
and Corporation, at Imperial 
Hotel. 

Wednesday. Technical ses- 
sions, Morning: “Hoarding 
construction with particular re- 
gard to safety factors,” A. H. 
Beckett (consulting engineer). 
“Silk screen process printing,” 
F. J. Clements (president, Display 
Producers and Screen Printers 
Association). Evening: Recep- 
tion by president, and annual 
dinner at Spanish Hall, Winter 
Gardens. 


New magazines launched as ad 


revenue 
mounts 


A new surge of publishing 
enterprise and increasing ad- 
vertisement revenue for news- 


papers and magazines are 
reported this week. 

The “Statistical Review of 
Press Advertising” estimates that 
£16,068,396 was spent on display 
advertising in the first quarter 
of this year (see table alongside). 

Increased spending on adver- 
tising by newspapers and maga- 
zines is noted by the “Review.” 
(Full report page 381.) 


‘ESQUIRE’ 


Owing to demand, orders from 
wholesalers and newsagents for 
the first issue of the British 
edition of Esquire had to be cut 
in many cases by nearly 50 per 


The final print order was 
Advertisers were guar- 
anteed 75,000. 

Over 70 advertisers took space. 

An extensive promotion 
scheme is being run with display 
material for retailers featuring 
advertisements carried in Esquire. 


First post-war issue of Sir, the 
men’s international fashion 
journal, has now been produced 
by the publishers of /nternational 
Textiles, with headquarters in 
Amsterdam. First print order of 
this quarterly was 10,000. 


Ramanan = Bee 
COMPARISON OF THE QUARTERLY SPENDING 

Ist Quarter Ist Quester Per cent. 

London Mornings 24,009,451 | £4.323,361 | 7.80 
o i + FF 

London Evenings $40,123 1,117,066 + 18.82 
National Sundays 1,679,956 1,765,767 + 6.11 
Provincial Dailies .. a» wy 1,613,722 3, + 31.40 
Provincial and Suburban Weeklies 565,025 816,572 4 44.52 
Magazines. ¥é ee vf 3,751,593 4,672, + 24.56 
T 388,745 + 17.20 
483,132 534,789 + 10.69 

Total... ae -» | 13,631,747 | 816,068,396 17.87%, 


‘RADIO TIMES’ ANNUAL 


A Radio Times Annual is to 
be published early in November. 

It will have 96 pa es, Radio 
Times size, and will printed 
photogravure. Covers will be 
in four-colour and there will: be 
a four-colour insert. The Annual 
goes to press about September 
with a Fret print order of a 
quarter of a million. 


First issue of Fish Selling has 
been issued on controlled circula- 
tion basis to 17,000 fishmongers 
and merchants by Arthur J. 
Heighway Publications Ltd. 


‘POPULAR PHOTOGRAPHY’ 


Magazine —— Ltd. 
have been appointed advertise- 
ment managers for a new 
monthly magazine — Popular 
Photography — to appear in 
September. Printed and pub- 
lished by The Photo Publishing 
Co., a subsidiary of the Globe 
Publishing Co. of Sydney, it will 
deal principally with colour 
photography and modern 
techniques. 


Newsprint : 
Deputation 
to Woolton 


Lord Woolton will be asked 
to-day (Thursday) by a News- 
print Supply Company deputa- 
tion to authorise as soon as 


newsprint before the option 
expires on July 1, 

The deputation, which 
the interview, will be 
by Lord Kemsley. 

It is anticipated that it will stress 
that this extra quantity of 
newsprint represents only one- 
sixteenth of one per cent of 
British imports, and yet is of 
vital importance in easing the 
present restrictions, 

In the Commons to-day Squadron 
Leader A. Cooper Cons.) will 
ask if newspapers can now be 
allowed to print contents bills. 
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‘Enlightened attitude’ of advertisers wins 


planners’ praise 
HOW MUTUAL CONFIDENCE IS CREATED 


The “ 


attitude” of many advertisers was com- 


mented on in a statement issued after last Friday's meeting 
of Lancashire County Council’s planning and development 


committee. 


Advertisers were more 
and more to appr the 
nn Bg = ny on an in- 
ormal is before making any 
changes in _ their outdoor 
publicity, says the statement, 
rather than go ahead and risk 
contravening the regulations. 

“Notable successes have 
resulted from this enlightened 
attitude on the part of many ad- 
vertisers and the mutual con- 
fidence that has been established 
is an important step in the right 
direction,” the committee 

“Our policy has always been 
to achieve the desired results by 
agreement and negotiation where 
possible, rather than by enforce- 
ment.” 

Since 1850, more than 400 
Parliamentary bills seeking to 
control outdoor advertising had 
been _ introduced, Vigorous 
opposition from various sources, 
however, was responsible for the 
withdrawal of many, or had so 
weakened them that they were 
rendered largely ineffectual. 

It was not until the advertise- 
ment regulations under the 1947 
Act came into force in 1948 that 
sufficient power to control out- 
door advertising was given to 
local planning authorities. 

One of the areas of special 
control set up under the Act had 
been declared in Lancashire, 
taking in most of the administra- 
tive county north of the River 
Ribble. 


583 approvals 

“The area is mostly rural in 
character, with large and well- 
known parts of it of high scenic 
value,” states the committee, 

Between 1948 and January 31, 
1954, 832 advertisement applica- 
tions were received for the 
planning area which includes also 
the area of special control, Of 
these, 583 were approved and 
249 refused. 

Of the 22 a Is to the 
Minister against refusals, 18 were 
dismissed, two were upheld and 
two withdrawn before decisions 
were made known. 

Of the advertisements existing 
when the Act came into force, 
more than 40 had been removed 
or revised since the enforcement 
of the regulations had begun in 
September 1953. 

“By virtue of the special 
powers in the area of special 
control, results are perhaps more 
noticeable there than elsewhere, 
but stea progress is ing 
maintained throughout the whole 


of the administrative county 
councils par- 


area, with 


ticipating,” the statement con- 
eFO ple, 716 applica’ 
“For example, applications 
for advertisements were received 
in 1953. Of these, 515 were 
approved, and 194 _ refused. 


Seven were y approved and 
partly ref s 


WAIT FOR IT 


advertisement—“You are now 
of the ek Flyer.” 

The G F is a 

chiid’s and Tottenham 

have now 

ogee ae . 

to the ‘sign. 

Edmonton is two miles away. 
CREDIT NOTE 


A letter from Berlin addressed 
to The Banker, London, was 
correctly delivered to the paper's 
office in Poultry, without delay. 


Ronald 
merchandisi 
Advertising Inc., N 
on holiday in London when he paid 


Welch, 


a visit to the agency's British 
office. He was immediately co- 
opted to a panel of judges for a 


Picture shows (1. to rf.) Trevor 
Treen, of McCann-Erickson, Ronald 
Welch, Owen Waller, editor of 
“Chemist and Druggist,” and Len 
ony f of McCann's. A fifth 

was Robert Jordan, of Rexall's. in 
addition to cash prizes winners were 
entertained to dinner at the 
Hungaria, London, on Fri even- 
ing and afterwards went to Victoria 

Palace to see the Crazy Gang. 


lliffe’s co-operating with FBI for 
Baghdad Trade Fair 


Associated [Iliffe Press are 
handling, at the request of 
British Overseas Pairs Ltd., a 
company newly formed by the 
Federation of British Industries 
the design and printing of ali 
— material for the British 
rade Fair, to be held in 
Baghdad from October 25 to 
November 8. 


Chief task is the production 
of 10,000 copies of official 
catalogue, igned to cater 


ually for the English-speaking 
inhabitants and for the Arabic- 


king population. It will, 
erefore, be D aon in two 
sections, in nglish and in 


Arabic. First snag is the fact 
new Arabic readers start at the 


Special “motif 

Each half of the catalogue will 

include introductory messages, 
advertisements, descriptions of 
exhibits, and central fold-out 
plans in English and Arabic, 
7 —egenes by lists of ex- 
hibitors. 
Advertisements are available 
in colour, with a combined rate 
for announcements in both the 
English and Arabic sections. 
Arabic translations are under- 
taken by the publishers without 
extra cost to advertisers. 

Other publicity for which 
lliffe’s are responsible is the 
production of several thousand 
copies of the Fair's official 


poster, including the design for 
a special motif, which is also to 
be used on the catalogue, and 
admittance badge; the printing 
of the fair’s official prospectus; 
the preparation of an extensive 
direct mail campaign; and the 
printing of all o i 
and forms. . a 

Printing being done at 
Baynard Press by Sanders 
Phillips & Co., Ltd. 

Associated Iliffe Press are to 
have a stand at the fair. 


Two new NABS 


pensions 


At the N.A.B.S. council meet- 
ing last week it was announced 
that an amount of £740 had been 
given to N.A.B.S. in memory 
of the late Col. P. C. Burton. 
This sum represented the con- 
tributions to a memorial fund 
which had been organised by the 
late Leslie Harwood and two 
other friends of Colonel Burton. 
The council decided to perpetuate 
Colonel Burton’s memory by 
founding a pension, to be known 
as the P. C. Burton Pension. 

At the same meeting the coun- 
cil founded a pension in memory 
of the late Leslie Harwood. 


ROYAL SHOW NUMBER 
A Royal Show Number of 
Country Life will be published 
on July 8. 


Four views on 
advertising 


Four points which were raised 
ers at a joint meeti 

YY he Leicester Publicity Club 
and the East Midlands Branch 
of the Purchasing Officers’ Asso- 
ciation on the subject “Advertis- 
ing and the Buyer” were: 
Wy. H. Hay (P.0.A.): I am 
irritated by sales letters accom- 
panied by samples, string and 
packages, and I dislike advertise- 
ments backed by many testi- 
monials. 

H. Cooper (P.0.A.): Two vital 
necessities in advertising are sim- 
plicity and sincerity, and I think 
that these points are frequently 
overlooked and ignored. 

Leslie Price (Publicity Club): 
Many manufacturers substitute 
their own ideas and fancies for 
the specially prepared advertising 
schemes drawn up by people 
= appointed to do 


jo - 
Wilfred Bowles (Publicity 
Club): The best advertisement is 
the wagging tongue of a satisfied 
customer. 


More ‘visual punch’ 
in fish ads 

This year’s White Fish adver- 

tisements are described as a 


t improvement on last year’s 
se . riers’ 


y do set out to sell fish,” 
the writer states. 

“To me, some of the Whisper- 
ing Fish advertisements were too 
insipid for newspaper use. The 
new style advertisements seem 
to have more ‘visual punch’ and 
I certainly think they will attract 
the attention of the housewife 
much more than would last 
year’s efforts.” 

Mather and Crowther Ltd. 
are the agents. 


six-page “ 
recently circu- 
in co-operation with some of 
advertisers. 


cover of a 
. fol 
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. Painted on a bridge at South . 
Tottenham railway station is an : 
; 
window display competition 
; organised by the Rexall Drug Co., : 
Lid. He been closely asso- : 
; ciated with Rexall's in America. 
a 
‘ | 
Review. 
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Press—spending more on publicity—reaps 


bigger ad revenue 
‘GOOD AUGURY FOR REST OF YEAR’ 
NEWSPAPERS and magazines are not merely receiving 


more from advertising: they are also 


advertising. April issue of “The Statistical Review of Press 
Advertising” shows that in 1953, 52 newspapers with a 


national or semi-national circulation 


spent altogether 


£856,720 on publicity—77 per cent more than in 1952. 323 
magazines spent £1,062,697—an increase of 32.5 per cent. 


At the same time expenditure 
on press display advertising con- 
tinues its seasonal rise. 
income of £16,068,396 for the 


comparable 


rationed paper. 

The Government is spending 
more on press advertising, the 
or quarter's figure of £326,787 

ing more than £100,000 above 
that for the final quarter of 
1953, owi mainly to larger 
campaigns by the Service 
partments, Home Office, and 
Cable and Wireless. British 
Railways was the biggest spender 
with £71,448. 

As regards commodities, bis- 
cuits, despite a seasonal decline, 
account for £148,478, comparing 


very favourably with the £92,103 
for January-March, 1953. A 
similar state of affairs obtained 
with chocolates, in which Mars 
was easily the biggest spender 
contributing £111,498 to the 
uarter’s total. Amo sweets 
} led again with £31,813 spent 
in advertising Spangles. Where- 
as advertising for cake mixtures 
has increased ey wry ey Bm 
ing the past year, that for bal 
and raising powders has deci: 
Jellies have shown a marked 
rise, Jell-O leading with £22,913 
in the quarter. 

The medicinals figures for the 

t quarter show a slightly 
Righer rate of growth than pre- 
viously, notably in indigestion 
remedies, laxatives, and dog and 
cat medicines. Top —— 
were Aspro (£49,187) and Phensic 
(£45,559). oe ‘ 

Petrol advertising registered a 
heavy drop from the £606,698 in 
the first quarter of last year to 
£336,401 in the past quarter, 
though this was above the 
£210,425 in the quarter immedi- 
ately preceding. 

At £304,123 motor car adver- 
tising showed a seasonal decline 
but was still well above the first 
quarter of 1953. Ford, at 


rs 
i 


£68,929, remained well in the 
lead. Tyre advertising expendi- 
ture is up on the comparable 
period last year. 

Other commodities and ser- 
vices on the up-grade have been 
house furnishings, domestic ap- 

liances, and travel agencies. 

elevision has benefited from a 
bumper campaign, notably from 
Pye, who spent £68,706 in the 
past quarter. Aggregate on 
radio and TV sets advertisi 
was £245,945, not far short 
the peak figure for last year 
and almost £87,000 more than 
the total a year ago. 


At the opening o ze-winni xhibits in the “N. Chronicle” “Women 
lho Foe aay pt uD r i's. 


Thursday. 


” competition, at Derry & Toms Lid.’s Kensington store last 
Left to right: W. Memory, advertisement director of the 


“News Chronicle,” the Dowager Lady Hillingdon, George Crosfield, a 
director of the “News Chronicle,” Trevor Bowen, a director of John 
Barkers Lid., Gladys Popa. fashion editor of the “' News Chronicle,” and 


Raymond Thompson, 


ews Chronicle’”’ northern director. The exhibition 


is open until May 28. 


*“QUEEN’ CLAIMS ROYAL TOUR RECORD 


The Queen claims to be the 
first magazine to publish a full 
account of the Royal Tour and 
London's welcome to Her 
Majesty. It appeared in the issue 
published yesterday (Wednesday). 


BBC’s advertising panels to merge 
into general advisory committee 


The various advertising ad- 
visory panels to the B.B.C, have 
now been merged into a single 
“General a oe Advisory 
Committee to the B.B.C.” 

Ralph Judson, head of adver- 
tisement department, 3B.B.C. 
Publications, announces this as 
“the latest development in the 
unrelenting war which B.B.C. 
Publications have been conduct- 
ing against unreliable or unscru- 
pulous advertisers, including 
certain of the less reputable 
mail-order concerns.” 

He states: “The aim is to 


pect of ad- 
vertising and 
to make sure 
that correct 
descriptions 
are applied 
to all goods 
and ___there 
are no am- 
biguous or 
exaggerated 
claims.” 

The bodies 
comprising 
the new 


Ralph Judson 
and the officers 


committee, 
representing them, are as 
follows: Advertisin ox 
ments wer: Ltd, yw Q. 
Faichney), vertisi socia- 
tion (L. E. Rosa, Reusiodon 
of British Travel Agents (A. R. 
Colmer), Association of Musical 
Instrument Industries (S. A. 
Hurren), British Horological 


Incorporated Adve Mana- 
gers’ Association 1C. Barwell), 


Incorporated Sales Managers’ 
Association (Edward S, Baynes), 
Incorporated Society of British 
Advertisers (L, H. S, Chevallier), 
Institute of Incorporated Practi- 
tioners in Advertising (Drum- 
mond L. Armstrong), Retail 
Trading-Standards jation 
(Roger Diplock), Royal College 
of Veterinary Surgeons, and 


Society of Diploma Members of 
the Advertising Association 
(D. A. Davis). 


The new committee meets once 
a quarter, or more often if 
necessary, but the individual 
organisations are constantly con- 
sulted by B.B.C. Publications 
about advertisements for the 
commodities with which they are 
concerned. 


The finished ies of the 
magazine were delivered to its 
offices on Monday, It is printed 
+ A ae Hudson and esene 


National dailies with special 
supplements or features covering 
the return of the Queen, or the 
Royal Tour as a whole, report 
a great demand for copies or 
reprints. 

_ The Daily Sketch published an 
eight-page section printed in 
special ink on better-than-usual 
quality paper. 

Many thousands of extra 
copies, reported the Daily Sketch, 
were flown abroad by different 
airlines. , ; 

The Daily Telegra report 
— » - omnes for bere Royal 

our Supplement, published on 
Monday, Cexceeded’ all expecta- 
tions.” 


No extra newsprint 


for Queen's return 


No extra page allowance was 
permitted for newspapers 
the Newsprint ae Com- 
mittee in connection th the 
Queen's home-coming. 


Monthly ad revenue for daily 
‘Recorder’ disclosed to creditors 


Expenses greatly exceeding 
advertisement revenue were re- 
ported by W. J. Brittain, editor 
and proprietor, at a meeting of 
creditors in connection with the 
voluntary on of The 
Recorder, Ltd., on Monday. 

The Recorder was lau as 
a daily newspaper on October 
27, 1953, and the net revenue 
from advertising was as follows: 
period to October 31, 1953 
£4,121; November, £4,997; 
December, £5,841; January, 1954, 
£4,009; February, £4,196, and up 
to March 26, £4,630. 

Arnold Wilfred — S 
had been appointed provisionally 
as liquidator, said that free assets 


BE py 


available for unsecured creditors 
were £3,529 and the estimated 
deficiency was £121,992. With 
the addition of £111,600 of issued 
and called-up capital, the total 
deficit as regarded members of 
the company was £233,592. 
Loans and advances, which 
totalled £69,992, included £27,500 
from Sir Bernard Docker. 
Norman Cork, of W. H, 
Gully and Co., who represen 
creditors, said that the statement 
was “not one which could be 
oaueeens as satisfactory.” 

r. Brittain said that the cir- 
culation of the Recorder weekly 
was about 20,000 a week. 

*See Stop Press 
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; 17.87 per cent higher than the Lge 
.* a figure for 1953, 
: Every type of press medium 
showed a “plus” sign—particu- Beet 
| larly, of course, those using un- a wis 
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Irish advertising conference to emphasise 


consumer benefits 


Vicorous championship of advertising is certain at 
Galway this week-end when the second Irish Adv 
Conference is held. Theme of the Conference is the “A 
of advertising— Advertising — consumers.” 


Four business sessions are 
scheduled before the Conference 
closes on Monday afternoon. 
Each will be held in the Con- 
ference Hall in the Great 
Southern Hotel. 

As in 1952, when the first Irish 
Advertising Conference was held, 
the advertising clubs and asso- 
ciations have joined forces to 
arrange the Conference. 

Two main social events of the 
conference are a reception and 
dance at the hotel on the Friday 
evening, when delegates will be 
the guests of the Irish Press Ltd., 
and a dinner given by Indepen- 
dent Newspapers Ltd. on Satur- 


day night. 

On Saturday afternoon a 
ag ol “ladies only” programme 
has been arranged by Woman's 


Life, a fashion ts PA at the 
Eglinton Hotel, Salthill. 

There are no business sessions 
scheduled for Sunday. After 
the morning church services the 
Connacht Tribune will take 
delegates on a coach tour of 
Connemara. Lunch will be pro- 


The Conference symbol. 


vided in Renvyle, Co. Galway, 
by the /rish Tatler & Sketch, and 
delegates will be the guests of 
The Standard (1938) Ltd. for tea 
at the Ashford Castle Hotel, 


ng. 

The final luncheon of the Con- 
ference will be given on Monday 
by the Irish Times Ltd. 

Although the accommodation 
problem at Galway limits attendance 
to just over 100 delegates the repre- 
sentation will be at a high level. 

This year's president, 

» Managi Spores of Janus 
Ltd., a good apo & for his 
heavy task during . week-end. 
He was organising secretary of the 
First Irish Advertising Se 
in Cork two years pd and ea year 
earlier was one of 
delegation which Aa. ~ = 
International “og eae. 
ence in London, Mr. Garv 
a founder member of the — 
tising-Press Club of which he was 
honorary secretary for six years: 


pore nee | 


and market survey | 
of the Republic | 


este | 


be given in next week’s issue 
of “Advertiser's Weekly.” 
This issue will also include 
our annual supplement on 
marketing prospects in the 
Republic of Ireland, in which 


he is a past chairman of the Irish 
Association of Advertising Agencies 
and a member of the council of the 
Publicity Club of Ireland. 

Organising secretary for the Con- 
ference is the man who was 
— two years ago—William G. 

ing, who is special assistant to 
the advertisement manager of 
Independent Newspapers Ltd. and 
is in charge of advertising features 
for that organisation. He has had 
two terms of office as chairman of 
the Advertising-Press Club and was 
its honorary secretary for a period. 

Chairmanship Conference 
business sessions has been divided 
among the three organisations which 
are actively participating in the 
work. Frank W. Pad , this 
year’s chairman of the Irish Asso- 
ciation of Advertising Agencies, 
heads the list. He is managing 
director of Padbury a eae and 
one of the most determined fore 
behind the “Advertising Advertis- 
ing” campaign which is now 
running in the Irish newspapers. 

D P. chairman of the 
Publicity Club of Ireland, will be 
presiding at the session to be 
addressed by W. H. Orr ow 
Brothers, Ireland, Ltd.) and F. 
Bro (Brownlee Brothers ita) 
on the a aos Lowers 
the Cost Living.’ r. Luke, 
who sdb moved over from Fleet 
Publications to become an assistant 
to the advertising manager of the 
Irish Press, is also coping with the 
press and public relations work for 
the Conference. 

Another Irish Press advertisin 
man, C. Denham, who 
this year's chairman of the Adver- 
tising-Press Club, takes the chair 
when James Mansfield, general 
secretary of the Retail Grocers and 
Allied Traders’ Association, and 
L. Vv chairman of the 
Incorporated Sales Managers’ Asso- 
ciation (Irish Branch), speak on 
advertising's protection for the con- 
sumer. r. m joi the 
Irish Press a few years ago after 
being in vertisement depart- 
ments of the Irish Times and Radio 
Review. 


Arthur R. Thomas, now of the 
advertisement department of Radio 


The Conference conimittee gets down to its preparatory work. 


Review, is one of the most 
important officers of the Confer- 
ence: he is honorary treasurer. He 
has been closely associated with 
the development of the Advertising- 
Press Club and with the amateur 
dramatic movement which has been 
established within the Club. 
Programme secretary Albert Price 
is in the happy position of knowing 
all the speakers are lined up for 
the business sessions and that the 
chairmen have been warned by their 
president that the sessions must be 
run strictly to the time-table. Mi. 
Price is honorary secretary of 
Publicity Club of rend and has 
held similar office with the Associa- 
tion of Advertisers in Ireland since 


he helped to found that body 
several years om He is adver 


oe t HO for 


From i sublicit department of 
the Esso Petroleum Co. (Ireland) Ltd. 
comes Tommy Milner to solve the 
transport and accommodation prob- 
lems associated with the Conference. 
Mr. Milner was one of the star 
students of the advertising course 
at the Dublin High School of Com- 
merce during his period at the 
school and was chosen as one of 
the Youth Delegates to the Inter- 
national Conference ‘, 1951. 


Only advertising man scheduled 
as a speaker is John W. Tate, 
managing director of Arks Lid., 
Dublin. Mr. Tate will be sharing 
the platform with Erskine Childers 
in the session discussing “Advertis- 
ing Serves the Community.” He 
worked with two agencies in Dublin 
before becoming associated with 
C. O. Stanley in the founding of 
Arks 24 years ago; he has a special 
interest in sponsored radio which 
rather allies him with his fellow- 
speaker who has been Minister for 
Posts and T aphs (the Minister 


controlling Irish radio) for several 
years. 
Among the other senior adver- 


who will be in Galway 


- men 

< Charles E. E. McC Connell managing 
p of McConnell’s Advertising 
Service, who—as one of the co- 
founders of the Publicity Club of 
Ireland—has a special interest in the 
development of Projects which 
“advertise advertising.” One of the 
co-founders in the Publicity Club 
oject, mow than 25 years ago, 
Brian D. O’Kennedy is also on 


yo dF list. 

Footnote: The Lord Mayor of 
London has been asked to send a 
City crest for display at the Con- 
ference as a compliment to the 
delegates from London. 


_ 
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ADVERTISING—KEY TO PROSPERITY 


Four cartoons by Niall 
O'Kennedy (two shown above) 
appear in the latest of a series of 
advertisements to advertise ad- 
vertising which O’Kennedy- 
Brindley Ltd. are producing for 
the Irish Association of Adver- 
tising Agencies 

The first shows the “better 
mousetrap” method—the adver- 
tiser waiting despairingly at his 
desk; in the second he tries to 
lure the client into his store; the 
third shows him using the 
“strong arm method”; but the 


fourth, captioned “. . . but only 
Advertising really gets the 
crowds!” depicts them reading 
his adverticumants while queueing 
to enter. 

The — ? ~ 5 = with the 
message : y by advertising 
can you Bm the hundreds of 
thousands of customers who are 
needed to keep mass-production 
machines humming, turning out 
better mousetraps or motor-cars 
cheaper than ever before. Ad- 
vertising is the key to prosperity 
for everyone.” 
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Bristol and West 


Competitive TV 
issue befogged 


Members of the Bristol and West 
Publicity Club want to know more 
about competitive TV. This was 
the conclusions 
when suggestions for future —— 
were. _— at the club’s annual 


A - suggested that so much 
has been said in Parliament and 


that the issue i become 
what befogged.” 

Arrangements were also discussed 
for a debate during the next season 
of the case for and against adver- 


club’s new chairman, said: * 
is a great need for advertising to 
resent its case to the public, and 
7 » shall do our part in this.”’ 


retiring chairman, 


stated 4 his report that 23 merit 
certificates had been awarded to 


Club News 


tional course. The public speaking 
also had a successful 


Officers elected were: 


Pearce, F. E. Tucke 
Wood, J. F. Fishlock an 
Dwyer; press officer, J. F. Fishiock: 


FILM OFFER 


Theatre Publicity Ltd made 
available to clubs their ‘film “Inside 


In brief... 


The Publicity Club of London's 

final was won by 
arold Butler, who 
beat _ Cecil Danham-Davis e last 


maurice told the ‘Publicity Ciub of 
Irela his experiences as a 
member of the crew of the mono- 
plane which made the first trans- 

east-to-west flight 


snooker handica 


elected chairman of the | 
tonshire Publicity Club. 
films were shown at the final even- 
, of this session of 


licity for pee Shows” 
the title of a talk to the Berks 
Bucks Publicity Club by Col. S 


Counties Agricu ° 

Douglas Bader told members the 

story behind his biography * 
" published recently, at a 
Manchester Pub- 


To the apparent dismay 
Robert Fabian makes at. 
Club of London in his t 


of chairman W. Harold Butler (centre) ex-Supt. 
nt very clear to members of the Publicity 
on “Behind the 


Scenes at Scotland Yard. 


nae S R. Cooper looks on, 


‘Reticence’ advice to AA attacked 
by Goodman Cup speaker 


The Leon Goodman Cup, main award in the Publicity Club 
of London public speaking section contest, was won, at the 
section’s annual dinner last Friday, by D. Wigglesworth. The 


T. Comerford Cup, for the member who had made the most 


during the year, went to Tom Peardon, and the 


progress 
“Robbie” Challenge Bowl, for the year’s best “tryer,” 


N. J. Walkley. The contest was Rg by Leslie Mitchell. 


Two features of a _ successful 


evening were: an attack b 
of the contestants, R. M. 
on the speech advocating “‘retic- 
ence” made at Bournemouth by 
Sir Stephen Tallents, and a tribute 
to the integrity of British yt neo 
ing by a priest. 


herer, 


At the Publicity Club o 
blic speaking section 


London 

nner, D. 

igglesworth receives the Leon 

Goodman sy AL ros Mrs. Leslie 
itche 


Portsmouth and Southsea 


Education in 


advertising 


J. C. Braun, education and legal 
officer to the Institute of the Incor- 
pesstes Practitioners in Advertising, 
told the Publicity Club of Ports- 
mouth and Southsea of the oppor- 
tunities awaiting young men and 
women entering advertising. 

A one-time Portsmouth City 
councillor and chairman of the 
Board of Governors of the Coll 
of Art, Mr. Braun spoke of 
increasing interest the official 
- nisations of advertising are 

ing in education, and the greater 
aere they were making to educate 
both practising and trainee members 
of the profession. 

Mr. Braun advised young , people 
-~ advertising J “learn to 

yourself competent and 
fu ly in cand English. iy" 


one 


Sherer, after stating that ad- 
vertising people were regarded by 
many as the * ‘loun lizards of the 
business world,” added: “It is our 
job to go out ond tell these people 
“= we ay Ss do. 


heartily the fact nc thatthe new ‘Pub 
lic relations adviser 


now.” 
The men to British advertising 
came from a Catholic priest, Father 
G. S. Dolan, in proposing the toast 


Finals of the Advertising Associa- 
tion’s National Public Speaking 
Contest will be held at the 
Y.W.C.A, Union Hall, Kestaghom, 
on Saturday of next 


three oo contest ae a4 
Regent, Sheffield a 


of the Club. He said that the fact 
that British advertising did not 
exaggerate and preserved an ethical 
standard was a tribute to its 
imagination, aesthetics, sense and 


Hughes-Freeland, who 
presided, and who is shortly to 
retire from the positions of sec- 
tion chairman and instructor, was 
presented with a tobacco jar. He 
announced that the new chairman 
will be John Hewson, and that 
Bernard Tozer will be the new 
instructor. 

Mr. Wigglesworth won the Good- 
man Cup for a speech on irrational 


dislikes; Mr. Sherer spoke on the 
role of advertisin G. Gard- 
ner's subject was ; and Mrs. 


L. Martin's the joys a reading. 
They also gave impromptu 
speeches. 

Among the 4 - who were 
thanked by ughes-Freeland 
were: Miss N. G. Payne, Graham 
Blundell, Joe Harris, and the Club's 


secretary, Miss Edith Johnson. 
Proposers and seconders of 
toasts at dinner included: 


Messrs. Tozer, Hewson, R. A. Sher- 
man, W. Harold Butler (chairman, 
Publicity Club of London), J. 
Hunter Fairley and Miss Walkley. 


to Miss 
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Membership 
figures up 


Annual general meetings of many 
clubs report that memberships are 


rising. od . Albon, _ retiring 
honorary secretary of the East 
yo my Publicity Club stated in 
his re that the club had 
receiv “enthusiastic” support 
from its members and as a result 


the figures had again risen, 
annual general meeting of the Ad- 
vertising Club of Oxford heard the 
same encouraging report. 

Event of the year at Oxford was 
their advertising exhibition, which, 
said Mr. Clarke-Scholes, “had been 
acclaimed as a notable effort to 
advertising advertising.” 

Oxford officers elected were: 
president, H. Clarke-Scholes; chair- 
man, Ken Stephenson, honorary 
secretary, David Wood; honorary 
treasurer, Alan Tuck; ‘programme 
officer, W. Turnbull. 


— Anglian officers are: presi- 
B. Wilson; chairman, 
vice-chairman, e Fr 


P. i, Kelly; 
Liddell; honorary secretary 
Albon; honorary treasurer, % LR 
Abbott. 


Guest of honour Andrew Milne— 


winner of the London Publicity 


on Cup—proposing the health o 


the Berks and Bucks Publicity Clu 
at the Club's dinner and dance. 


ADVERTISING 
DIARY 


Friday, May 21 
latsH ADVERTISING AND PUBLICITY 
conference. Galway (until Mon 


day). 
a Sates Mansons’ 
ASSOCIATION rence. 
(until Monday) 
. 14 
sorry CiLus oF LONDON, 
Weldon Hotel, 6.15 p.m, poe 
Hon. Oliver Lyttelton, MP. 
Tuesday, May 25 
Pusurcrry Civp oF Lonpon, 
Presentation of Publicity Club of 
London Cup, Mansion House, 11,30 


am, Lu tw Lord Mayor of 
London. Mayfair Hovel, 12.45 
p.m, 

Pustrcrry Cius oF LencesTes 


golf wophy competition, 
we , May 26 
ASSOCIATION «6©OF «= CIRCULATION 
Executives tunch. Chief guest: 
The Lord Mayor of London (Ald. 
Sir Noel Bowater), Connaught 
Rooms. a4 p.m. 


Barrisn Association oF Inpus- 
Tata, Eprross annual convention. 
Berners Howl, London (inti 
Saturday). 

Pusuicrry Ciun oF SHEFFIELD, 
luncheon. Sir Christopher Chan- 
cellor on “The International News 
Busines." Grand Howl, 1 p.m, 

Pusticrry CLus oF Legos annual 
meeting. 
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News paper Society 


COMMITTEE 
CHANGES 


i id secs 
vice-president owmensr” 

has relinquished the ye Banaee » Li 
of the advertising committee, He 
is succeeded by T. G. Moore, who 
was chairman of committee 
from 1948-1952. H. V. Ferguson 
remains chairman of the labour 
committee and W. A, 

(Bristol ow - 2 

appointed de 

succession to H. %. Clarke. 
Clarke has relinquished also the 
chairmanship of the povsrtes ¢om- 
mittee and is succeeded by Kenneth 
Brown. H. L. How remains 
chairman, technical committee. 


New copy chief 


John May has joined Legget 
Nicholson & Partners Ltd, as head 
of the copy department. He started 
in advertising with Mayfair Adver- 
tising Ltd, and has been copywriter 
with Cecil D, Notley Advertising 
Ltd., Colman, Prentis & Varley 
Lid., Mather & Crowther Lid. and 
Doland Davis Whitcombe & 
Stewart where he was copy ~ 
for one year, beth 
also joining Leaset Nicholson's 3 
a copywriter 

* - a 


Renée Palmer, who recently 

d T.V, Commercials Ltd., has 

cen appointed first executive and 

will be in charge of sales. Before 

the war she controlled planning and 

clients’ bookings on Radio Nor- 

mandy and worked in co-operation 
with a number « agencies, 
* * 


Norman H. Re . secre- 
tary, Institute of Public Relations, 
has been elected a member of the 
Croydon County Borough Council 
asa representative of the local rate- 
payers’ association. 

= * oo 

G. Donovan Candler, managing 
director of Artist Partners Lid., is 
visiting Zurich, Basle and Paris. 
where he hopes to arrange for his 
company to represent several inter- 
nationally known poster designers 
in this country. ‘. 

* 


Wahl Asmussen & Co., London, 
have announced that Bernard West 


has been bosn_eppemsted ann * mana 


was six years with the D Express 
in Brussels and the Daily Mirror in 


7 * * 


Among the 500 employees of 
Cadbury Bros, Ltd, who have 
completed over 40 years’ service 
with the company is A, Parker, a 
member of Cadbury's display staff. 


Paris. 


Hulton Press have einalities 

A pA ye A assistant circulation 

r l¢ joined Hultons from 

unday Referee shortly after 
Picture Post. 

* * _ 

Arthur M. Bruce has rejoined 
Fairy Dyes Ltd., and has been ap- 
pointed general "sales director. 

* * * 

Arthur G. Mumford, technica! 
director of Pytram Ltd., is — 
at the end of May after 34 
service with the company. = =A 
always taken an active part on the 
sales side of the company. 

- * * 

Alan Hess left yesterday (Wed- 
nesday) on a tour of all the Scan- 
dinavian countries to further the 
exports of the Aldis signalling lamp 
and visual aid equipment. 

* * _ 

Ken Pharaoh has been appointed 
circulation manager of Courier and 
London Mystery Magazine. 

i * * 

Albert Daniels has been appemaes 
studio manager at Nevin Hi 
(Advertising) Ltd., Leeds. 

a * 

Sachin representative 
of Ananda Bazar Patrika, 
Hindusthan Standard and Desh in 
Bombay, has arrived here on an 
extensive European tour. He will 
stay in London for a month before 
going to the Continent. 

7 * * 


he inencting 


George Scott has succeeded 
Vincent Evans as editor of Truth. 
* * * 

to ill-health J. R. Dz. 
Martin has relinquished his position 
as a director of Spicers Lid. and of 
Spicers (Australia) Ltd. He has 
been succeeded by R. A. Bishop as 
managing director of the local board 
in Australia. Charles R. Higgins 
been oo to the position 
of sales and marketing director of 
Spicers Lid., and has relinquished 
his position as sales director and 
ig gg! of Spicers (Export) 
d. to S. J. Armstrong. 


New council 


Members of the new council of 
the Market Research Society, in 
addition to Harry Munt (the new 
chairman whose election was an- 
nounced in our last issue), 
vice-chairman, Frederick Edwards 
(British Market Research Bureau 
Ltd.); secreiary-treasurer, Michael 
Lyster (Alfred Pemberton Ltd.); 
members: Henry Durant (British 
Institute of Public Opinion), Andrew 
— ~~. Haddon & Co., Ltd.), 

R. de G. Hewitt jomas 
Hedley & Co. Ltd.), Louis os 
] aavea)> 2 


), and Gere 
mony oh yy & Conte Ltd.). 


The Manchester Guardian and 
Evening News Lid. and Kemsley 
Newspapers Lid. were joint hosts at 
a reception and dinner in Man- 
chester last Thursday to a party of 
17 American journalists who had 
been the guests of B.O.A.C. for the 
first New York-Manchester passen- 
ger flight. 

Also at the Manchester party 
were all the northern editors and 
general managers of the country's 
national newspapers. 


Pictured at a party given by Ronson 
Products Ltd. = arranged by their 
agents, Mather & Crowther Lid., 
in the River Room at the Savoy 
Hotel are Frances Day 

Stone (left) and 

Shelton (Mather & Crowther Lid.). 


OBITUARY 


John Cook 


> Cook died on Monday 
Peamtde associated with many 
es “ges such as Alabaster 
assmore Ltd., Whitefriars 
Press Ltd. A for some time a 
director of Hunt Barnard & Co., 
Ltd., he later established his own 
omeey, Seven Oaks Press Ltd. 


launched _ the ay md 


p. Review in 1948 
issue which is about to go to 


himself that John Cook will 
remembered. The impact of hi 
parsooaly was immediate and last- 
warm sincerity and 
probity of character he revealed 
ness and personal affairs alike 
were exemp 
who was not 
done so.’ 


No one met him 
happier for having 


In the above picture joint hosts, 
W. McMillan (advertisement dir- 
ector, Manchester Guardian and 
Evenin News Lid.) (left) and 

M. Burnett-Stuart = (director, 
| > Newspapers Lid.) 
Gomar from right), talk with some 
of their American guests (1. to r.): 
James R. Riddle, the a a 
consul in moe ig Pg te 
managing editor of t ming- 
ham News” (Alabama), and John 

“Houston Post.” 


A. Coo (right), adver- 
tisement controller, Hulton Press, 
esents a framed copy of the ‘““Mad 
Seter’s Tea Party’ double-spread 
advertisement 
in the Ma 
Post’ to 
Lid., 


‘or Stork Margarine 
5 issue of “Picture 
Gooding, of Lintas 
the artist ‘and designer. P 
Mitchell, manager of Lintas art 
department, is looking on. This is 
the first of several special double. 
spread advertisements to appear in 
“Picture Post’ this year. 


Pack designers need 
wide knowledge 
The ~yg iy of to-day 


must have a knowledge, 
not only of print and paper, but 
also of glass, metal, plastics = 
cartons, Kenneth Lamble, of 
a Research Unit, said fusing 

talk, at the Wolverhampton Col 
es of Art last week. He said that 
although packaging design was still 
in its infancy it was a profession 
in which a good designer could 
make a name for himself. 


SPONSORED BOXING 
Pepsi-Cola are sponsoring 
seven-day trip to New York of 18 
London boy boxers for a return 
boxing match against a a. repre- 
me the Boys’ Clubs New 


AB.C. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP “+ of: russ 
65,459 wi; 


Northern : ARNOLD ELLIS 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


BUILDINGS, MARCH 


Tel. Central 9353 
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Are your Direct Mail Shots 
DIRECT ENOUGH? 


BIA provides the most accurate mailing service 
to any trade, profession or organisation here or abroad. 

BIA lists of addresses fall into many thousands of different classifications — and 
each one lists potential customers you are constantly trying to reach! The simplest 
way to reach the man most likely to buy is — write to him direct, using BIA 
addresses. Remember — when you introduce your product to your customer 
through Direct Mail, it’s a personal introduction. 


Biggest customer-coverage — least cost 


Direct Mail is a specific medium your agency cannot afford to ignore. For the 
coverage is highly accurate; the cost astoundingly low. 

Many, many years of careful, cross-checked research have gone towards com- 
piling BIA’s comprehensive address lists. Each list is ge ea up to date, 


so that every BIA mailing shot will tell its story to the people you want to reach 
without waste and guesswork. 


Whatever your market, 
IT’S LISTED! 


Tinker, tailor, soldier, sailor, rich man — 
you'll find them all in the new BIA catalogue, 
with the number of available addresses and cost 
alongside. Birth lists? Yes, Old Reptonians? 
Yes, Even tattooists, Best thing, though, is to 
see for yourself. Send today for the free 
BIA catalogue. Just let us have your letterhead 
—or phone us direct, quoting Dept. B. 
(You'll find all information about prices and 
so on in the front of the catalogue). 


BRITISH & INTERNATIONAL ADDRESSING LTD 


BIA House, Dept. B, Chalton Street, London, N.W.1 - Tel: EUSton 5262/6 
MEMO: No sales office is complete without the BIA Mailway Catalogue 
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DIRECT MAIL 
AWARDS ARE 

PRESENTED 
An 


ane co 9 ote af 


affairs “deplorable,” Mr. 
McAllister said that we might 
be faced in a few years’ time 
with a agree in which Britain, 
to sell its goods overseas, could 
rely only on American vehicles 
at its advertisin He thought 
British periodicals compared 
— favourably with those 
—s the Atlantic. 
of the luncheon was 
Pe istribution of cups and 
awards in connection with the 
tion’s annual competition, 
for which Mr, McAllister was 


one of the three ye en 
n 


other two were R. 
mage Penrose Annual), 

also present, and Miss nuth 
} th (B.B.C. “Woman's Hour” 
speaker), The names of the 
winners have already been pub- 
ae (ADVERTISER'S WEEKLY, 


Ma 

7 fh Martin (chairman, criti- 
cism ae awards committee) 
revealed that there had been a 
record number of entries—more 
than double those of last year. 
During the year it was intended 
to use them for exhibition and 
lecture purposes. 

Both Mr. Fishenden and Mr. 
McAllister d tribute to the 
quality of the entries. 

Major C. V. Wattenbach, the 
Association’s chairman, thanked 
Sir Frederick Rowland (presi- 
dent, and an ex-Lord Mayor of 
London) for presenting the 
awards 


ane of 
Or Men and BP.), 


Watien 


(chairman), H. 


prize-winning organisations at the British ores Mail 
Association's “2 and awards luncheon (|. to 1: audin 
McLaren (Moss Bros.), 
> Frederick Rowland (president, B.D.M.A.A.), Major C 
Dennett (Austin Reed), and R. F. 


Alan B rm 
PEL 


(Abbott Laboratories). 


” flake tarry with” with = a] 
_. Vipysome® 


ee ey ee ae 


M. de Majo and L. Branberg 
ed this prestige showcard for 
park Brothers. it was printed 

, lour process by 
& Hepworth Ltd. 


NAUTICAL NOTE 


A promotion shot for Men 
Only and London Opinion, — 
by Stuart Mander, has a 
with naval flags in eoahened 
lashed to the cover of the maga- 
zine. Key message on the top 
flag reads: “Guy Pemberton 
hopes that every advertiser and 
agent will do his duty.” 


Advertising, display and packaging 
exhibition in Sheffield 


Sheffield Junior Chamber of 
Commerce are organising an Ad- 
vertising, Display and Pocket 
Exhibition at the Cutlers’ Hal 
Sheffield. The exhibition will be 
opened on Monday, June 14, for 
a week, ) 

It will cover the packaging of 
articles for retail, modern 
methods of strappings, uses of 
plastics for rust prevention, ad- 
vertising in many forms, plastic 


display boxes and packs and 
wooden crates. 

The Master Cutler, R. L. 
Walsh, has expressed his interest 
in the exhibition and will be 
displaying the results of a cutlery 

ckaging competition which he 
7 organising through trade 
channels. The organisers ho a 
the exhibition will prove valu- 
able to Sheffield manufacturers 
—especially the smaller firms. 


SEAM-STRESS 


An unusual sales promotion 
novelty is being distributed by 
Plysu Products Lid., Bletchley, 
to prove their claim that high 
frequency welding of plastics 
clothing makes the seams as 
strong as the material itself. 

The novelty is a “Humpty 
Dumpty” made from two thi 
sheets of coloured p.v.c. welded 
together at the edges and filled 
with air. Recipients are invited 
to test the strength of the seams, 
possibly by jumping on them or 
placing them under heavy pieces 
of furniture. 
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equipment in the United 
Kingdom and the Republic 
of Ireland. 


*Other Publications News 
Sens Notes—page 420 


No specific credits in consumer 
campaign for British woollens 


A full scale promotion cam- 
nem for British woollens is 

ing launched in the United 
States. It is being handled by 
the Victor A. Bennett Advertis- 
ing Agency in New York in 
conjunction with the Robert 
Freeman Co., Ltd., in London. 

The campaign theme will be 
“Fabrics Forever in Fashion” 
and an extensive trade campaign 
using cartoons is starting imme- 
diately. 

In the consumer campaign to 
break in the autumn no credits 
will be given to any specific 
designers, tailors, manufac- 
turers, woollen mills or stores. 
The object of the advertise- 
ments will be to act as an 
“umbrella” for tie-ins which 
many individual stores and 
manufacturers are arranging. 
A nation-wide merchandising 

programme with stores tying in 
with promotions and window dis- 
plays is being planned. In addi- 
tion a series of newsletters will 
be sent from this country to key 
executives in the United States. 


At the British Woollens party in 

New York—Charles Empson (lef 

British Minister in Washington, an 
Victor Bennett. 


To launch the campaign the 
British Woollens Association 
held a cocktail party at the Wal- 
dorf-Astoria, New York, H.M. 
Minister Charles Empson, from 
the British Embassy in Washing- 
ton, welcomed the guests and 
Victor A. Bennett gave 4 
short résumé of the campaign. 
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THE OLD GAME of “keeping up with the Joneses” 
has fruitful results for advertisers. But who are the 
Joneses 7 

From a recent analysis of our readership, it appears 
that nearly a quarter of the men who rely on the 
News Chronicle come from the tycoon, executive, 
and professional class. Another 45 per cent are drawn 
from that other category of big-moncy earners — the 
foremen, the skilled industrial workers, the craftsmen. 


68%, of our male readers : 
are in the better paid positions 


—men who influence others 


NEWS CHRONICLE 


The findings in this booklet are based om a survey conducted originally for our private editorial 
use — but some of the information, we thought, would be very useful to advertisers or 
their agents. Copies of the booklet may be obtained by writing or telephoning to the 

Advertisement Director, The News Chronicle, Bouverie St., E.C.4. Central 5000. 


Such readers are also leaders. From their position 
of responsibility and material success, they tend to 
influence the lives and habits of other people — and 
other customers for advertised goods. 

If you are interested in the character of a big potential 
market (over 3,000,000* strong), you will find the 
booklet below worth studying. It examines News 
Chronicle readers in terms of their occupations, their 
enthusiasm for this paper, and their responsiveness. 
*Hulton Readership Survey, 1953 
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Readership surveys 


This photograph by G. Hill, of Courtaulds Lid., 
Merit in the advertising section at the Institute of 


pony an Award of 
tish Photographers’ 


Exhibition. 


STRONG PROVINCIAL CHALLENGE MARKS 
ANNUAL PHOTOGRAPHIC EXHIBITION 


MORE than 750 prints and transparencies from a total of 


more than 1,500 submitted, are to be seen at the 35th 
annual exhibition of photography in science, art, industry 
and commerce, by members of the Institute of British Photo- 
graphers, which is on show at the R.B.A. Galleries, Suffolk 


Street, London, until June 1. 

British professional photo- 
graphy gives an excellent account 
of itself in this exhibition which 
illustrates the best of contem- 
porary work in the United King- 
dom (writes John Heron). Miss 
Nettie Moon, this year’s Institute 
president, her exhibition co- 
organisers Peggy Delius, D. P. L. 
Matthews, and John Bryson, 
have made a good, straightfor- 
ward job of their task this time, 
free from some of the rather 
self-conscious and solemn “intro- 
ductions” of previous years. But 
there is novelty—a number of 
exhibition units illustrating cross- 
sections of photography applied 
to the world of to-day, in science, 
sociology and the arts. 

Photographers were invited to 
submit works under any or all of 
seven headings, of which the 
majority are of especial interest 
to advertisers—commercial; ad- 
vertising and fashion; illustrative 
and feature; press and action; 
industrial; and colour. 

Awards of Merit were made in 


these cate epee to the president, 
G. Hill of Courtaulds Ltd. (both 
in advertising section); John 
McCormack of Elsam, Mann 
and Cooper (Manchester) Ltd. 
(commercial); Patrick Matthews 
of Condé Nast (feature); G. F. 
Allen (Pix Photos, London) and 
C. A. Sims (Temple Press) (illus- 
trative); W. J. Pilkington (Lon- 
don) (colour transparency); P. G. 
Collins (Turners Photography 
Lid., Newcastle-upon-Tyne) and 
Maurice Broomfield (London), 
both in the industrial section. 
This undoubtedly is Maurice 
Broomfield’s show. Not only 
does this young photographer 
put up a first-rate panel of 13 
imposing prints, the quality of 
which impresses at first sight, but 
the committee saw fit to award 
him five highly commended 
placings (a greater number than 
any other one photographer 
exhibiting) and five commended 
placings. Only one print sub- 
mitted was not hung. His rint 
“Crucible of Elektron Alloy,” 
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under the microscope 


MARKET RESEARCH SOCIETY ON 
CHOICE OF PUBLICATIONS 


The Market Research Society has been surveying surveys. 
And it finds plenty to criticise, as regards both the technique 
of interviewing and the choice of publications to be dealt with 


in any one survey. 

It has embodied its criticisms 
in a brochure Readership Surveys 
—a Comparative Study (price 
2s. 6d.), which is intended as a 
guide to users and designers of 
research into levels of readership 
achieved by various publications. 

After saying that the choice of 
the kind, and number, of pub- 
lications to be dealt with in any 
one survey is the responsibility 
of the advertiser and media plan- 
ner, the brochure refers to the 
current lack of information about 
the local press. It should be 
possible, it suggests, to design 
studies to cover specific market- 
ing regions and important cities, 
which would deal with the major 
national publications as well as 

e local ones. The technical 


which won him the industrial 
section Award of Merit, has 
great dramatic power. 


The exhibit of the Studio 
Briggs eroup | of photographers— 
W. E. G. Harrison, L. H. J. 
Shrivell, %. n Rich, Roy Rich 
—is amongst several other out- 
standing panels, for subject well 
seen, crisply photographed and 
brilliantly printed. Noél Mayne, 
of Baron Studios, also contributes 
a lovely panel, mostly of fashion 
shots. There is an abundance of 
excellent work from the provin- 
ces. London is by no means the 
only source of good photography. 


The wool showcard prepared by the 

International Wool Secretariat, who 

supply five interchangeable slogans 
for the inset. 


and semi-technical press was 
another field in which much in- 
formation was lacking. 

As regards interviewing tech- 
nique, the brochure states that 
the whole problem of “aiding” 
the respondent’s memory should 
be reconsidered. There was need 
for a much freer publication of 
= = experimental me than 

a n customary in the 
With the steadily Bodin F yr 
terest in readership research, and 
the growing demand for more 
information of this kind, it was 
hoped that this would come to 
pass. 

“It is a notable fact that most 
of the readership surveys which 
have been carried out in this 
country since the war have been 
sponsored by Bape me it is 
pointed out. e advertiser and 
his agent—or more correctly the 
media planners—have been con- 
sulted as to detail, certainly. But 
they have not usually taken the 
initiative, nor have the results 
always been accepted by all 
media planners. 

“Nevertheless, there is now a 
general realisation that if reader- 
ship research is to be of genuine 
assistance in promoting advertis- 
ing efficiency, then it must be 
directed from the start with the 
media planners’ need in mind.” 


Differences in technique 


One section gives a com- 
parison of the results of various 
readership surveys. It shows 
that differences exist, and are 
much more marked for maga- 
zines than for pt 5 and 
states: “They are not of the kind 
that can be entirely explained by 
sampling variation, and the in- 
ference is drawn that they are 
due in large degree to the 
differences between the various 
interviewing techniques used by 
the various surveys.” 

The brochure concludes with 
the suggestion that there were 
certain elements in the design of 
comparative readership surveys 
that could, and should, be stan- 
dardised. For this, the support 
and co-operation of the adver- 
tiser, the media planner, the pub- 
lisher, and indeed of all 
concerned with press advertising, 


must be enlisted. 


AVERAGE WEEKLY NET SALE 133,105 
All Enquiries t@ Head of Advertisement Dept., B.B.C. Publicanons, Broadcasting House, Portland Place, London, W.1 
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AT YOUR SERVICE— 
. ALWAYS 


If there is a competition angle 


-“ 


_—“ " to your advertising the earviess 
. t | qin ‘. of Arthur C. Findon, Editor 
a ot D , vt ot weer of COMPETITORS’ JOURNAL, 
| a Ls ek TS at are at your disposal— 
rom eeo® in a complimentary 

° oS 9" 


capacity of course . . . 


only too happy to vet 
rules and conditions 
and to advise generally 

on the possibilities of any ' 
proposed trade contest. 


“a 


— 


- 


Since the re-issuing of COMPETITORS’ JOURNAL (Latest A.B.C. Figure 114,208) the Editor has 
had the privilege of being of some help to commercial houses or their agents with sales promotion 
contests for: South African Grapes, Jaffa Oranges, Ryvita, Bisto, Araby Soap, Foster Clark’s A.P. 
Macaroni, Gluconis and others. 
If you would like to have a chat over any competition scheme you 
have in mind drop a line or ’phone A. C. Findon — CENtral 3514. 


COMPETITORS’ JOURNAL, 2 CARMELITE ST., LONDON, E.C4 
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COMMENT 


MIDSUMMER 


cual 
the 
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pulation of 50 millions, 
‘ewer than seven millions are 


ot 


40 
pay 
The 


aii 


lt is not true that interest in 


achieve similar results. 
The truth is that August is slack 
summer laziness is 
robbing advertising of the will 
to sell hard all the year round. 


is not summer slump, but sum- 
mer slump psychology. 


AA 


Talking Points 


Shell for PR campaign 


URSUING their take-it- 

easy public relations policy, 
the Advertising Association 
appointed an _ information 
officer rather than a high- 
powered publicity merchant. 

New boy Denis Last—who 
moves into Bell Yard on June 28 
—makes no secret of his brief. 

“I'm a k-room Ag 

“It will be my job to 
prepare shot and shell for 
speakers to fire off all over the 
country.” 

It’s interesting to note that new 
appointment o. 2-—~assistant 
— secretary William Metson, 

s previously been engaged on 
international political publicity. 

Is he to be a gunner, or a 
passer of ammunition? 


LESSON FROM U.S. 
RITISH advertising often 
looks to America for 

guidance. And why not if the 
example is good? 

Something worth considering 
here is a Four A's scheme to 
deal with knocking copy. 

Under this plan, when an 
agency regards an advertisement 
prepared another agency as 
objectionable it is invited to 
register a complaint with the 
Association. e' comment is 
then sent to the placing agency, 
unidentified and without com- 
ment. 

The New York Times reports 
that while the plan is entirely 


voluntary it has resulted in a 
number of improvements in 


ong. 

rouble with such a scheme 
here—where advertising is such 
a small world—would be that 
too many would guess who was 
knocking at whose knocking 
copy. 


LOOSE LEASE 

IG commercial TV doubt in 

agency minds is: Will all 
the Government's rules and 
regulations cripple the new 
medium from the advertiser's 
point of view. 

Mr. L. D. Gammans, the 
Assistant Postmaster-General, is 


Advertisement on the front page 
of the “Sunday Express” claimed 


ler cars finishing first and second 
in a production car race at 
Silverstone. Advertisement on 
page 5 of the same newspaper 
gave the same results for the 
same race and stated “First Again 
—Every _~ Won on Shell 
~100.” 


giving the answer in a neat little 
story... 

“I don't know whether you 
have ever read the lease of a 
house or flat, but when you 
come down to the bits that are 
printed very small it is most 
terrifying sometimes. I dis- 
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‘back-room boy’ to make shot and 


covered the other day that 1 
am not allowed to keep bull- 
dogs, my wife is prohibited 
from hanging washing out of 
the front window, and there 
are certain types of lady who 
are not allowed inside the 
building! I must confess that 

1 had not realised all this but 

1 do not think that it has 

restricted my activities.” 

The reserve powers of the 
Postmaster-General in the TV 
Bill, says Mr. Gammans, fall 
into that category. 


LIVE COPY 


OW’S this for cheerful copy? 
It comes from a four-inch, 
double column display advertise- 
ment in a county newspaper: 
“BEST OF ALL. It is our 
firm belief that the very best 
way to learn about a product 
or a service is by practical, 
first-hand experience. That is 
why we so often suggest that 
if you would like to know 
more about our service ask 
anyone we have ever served— 
THE NORTHOVER FUN- 
ERAL HOME, REIGATE.” 


BIGGER — BETTER 
ECISION to increase the 
page size of Lilliput was not 

taken lightly. Many, for senti- 
mental reasons, advocated no 
change. 

Hultons thought both readers 
and advertisers would prefer the 
bigger page. Now, after two 
issues, the doubters are con- 
vinced. Lilliput makes headway. 


To-morrows TOPICS 


®Cyril Lord, the textile 
“king,” has ordered full pro- 
duction on a new rayon type 
fabric called Shantora which 
will sell at 75 per cent less 
than real silk. Heavy adver- 
tising is expected when it is 
put on the market in the 
autumn. 


® Tobacco appropriations will 
be increased when a new 
brand is put on the market 
shortly by a leading manu- 
facturer. 


© Competition in the packag- 
ing field will intensify when 
one of America’s leading 


polythylene and foil pack 


national advertising 
scheme for footwear is pro- 
posed by the Footwear 
Manufacturers’ Federation. 
The views of member asso- 
ciations will be considered 
next month. The Federa- 
tion proposes that members 
should pay a levy on the 
basis of 10s. for each 
employee. 
® Bowater’s plans for further 
developments of their inter- 
ests in North America will 


*THE 5,000 STRONG 
NATIONAL ASSOCIATION 
OF CYCLE TRADERS IS 
PRESSING THE CYCLE 
MANUFACTURERS’ UNION 
TO LAUNCH A CO-OPER- 
ATIVE ADVERTISING CAM- 
PAIGN TO OFFSET A 
DECLINE IN HOME SALES. 


help British publishers when 
currency and import restric- 
tions are lifted. 
® Packaged joints will be ad- 
vertised when meat comes off 
ration. 
® Distillers are preparing for 
heavier-than-ever gin adver- 
tising next year when whisky 
supplies may exceed demand. 
ROUND TABLE 


The 
INVESTORS’ CHRONICLE 


is the leading investment and 


|an investment 
for industry ooo hae ~ 4 tye ® — 


circulation in its field. Apart from providing an essential platform for Company 
Chairmen in the “Voice of Industry” section the Investors’ Chronicle is 
surely a first choice for industrial and consumer advertising as well. 


INVESTORS’ 
CHRONICLE 


ll, GROCERS’ HALL COURT, E.C.2 
Advertisement Manager Telephone: 
GEORGE BULLOCK MON, 6833 


on 
ee 390 as 
, 
there has persisted 
that the summer 
nh, d August in partic- 
ad for business; in- 
» advertisers spread 
opriations to avoid 
oliday period. 
. mee goes to show 
| is marketing madness 
golden sales opportun- 
‘ | are being egg 
3 is given to an es 
af ebvesticinn, S| 
Consider the facts and figures: 
Most years fewer than half the 
fa population of Britain take 
oA summer holidays—the figure 
for last year is estimated at 
| po rage Fe 
er Millions to spend mn 
August is not the most popular 
ie) holiday month. With 30 per 
a cent of holidaymakers away it 
. falls slightly short of July. 
; The significant fact is that of a 
5 qi away on holiday during ete we ewewe wwe teen 
F August. That leaves quite a 
raat lot at home to spend as usual 
; ore than usual as over 
‘ ; cent of holidays-with- 
> families stay at home. 
y flows freely in holi- 
: ust, in preparation for 
early £25 millions are 
rom National Savings 
Pcp Pe , - 7 , 
: consumer goods falls of during es 
Tt lidays. As Dr. Edw s London 
é Lioyd revealed at be Adver- per nye ~ 
: ‘ tising Association erence, 
toothpaste has maximum sales 
in the peak holiday periods. seaetionsscidneniiseicighapitom bids 
With advertising at a steady 
level, other products could 
| ment says, , ll is no reason 
7 why the present high volume 
| — po 
Nes Ny us a a am a “— + Se ae a a en ee | ME a ‘a \4 roe, 


May 20, 1954 


What does he say 
about America? 


391 


What does he think 
of Britain? 


we 
eae 


ADVERTISER'S WEEKLY 


Five separate editions of TIME MAGAZINE, 
with the same editorial content, are published 
in English every week. One edition circulates 
only in the United State’. The other four—the 
International Editions—published simultan- 
eously, are read by important people in over 
100 countries outside the U.S. 93% of the 
subscribers to the International Editions hold 
influential positions in business, government 


You can buy advertising 


the editions you want, covering the world 
markets in which you are most interested. 


TIME Atlantic 
TIME Pacific 


TIME & LIFE 


Influential people in over 100 countries 
keep abreast of world news through 
TIME magazine 


and the professions. They look upon TIME 
not only as the best means of keeping abreast 
of international news, but as an introduction 
to the world’s foremost companies and pro- 
ducts. People around the world can read all 
the week’s important news— including your 
advertising news while it is still news. The 
Advertisement Manager will be pleased to 
give you further information. 


Famous advertisers 
space in just isciiwic sisi, 
roup are using 
“nn powerful 
international medium 
to develop their 
world markets, 


TIME Latin American 
TIME Canadian 
TIME US. 


The Weekly Newsmagazine of the World 


BUILDING, 


NEW BOND STREET, 


LONDON, 


wi + Telephone ; Grosvenor 4080 
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Advertising Case History-50 


How publicity helped the 


Billy Graham mission 


T meee must be very few 
people in Greater London 
who have not by now heard 
the name “Billy Graham,” and 
who do not by now realise 
that an individual of that 
name has been appearing 
at a building in London called 
“Harringay Arena.” 


This is true in May, 1954; it 
was not true on January 1, 1954, 

At that time very few people, 
indeed, in Greater London 
had ever heard the name “Billy 
Graham.” Some had heard of 
a building called “Harringay 
Arena,” but it must be admitted 
that there were many who did 
not know what kind of a build- 
ing it was, or where it was 
located, - 


Established traditions 


Almost overnight (for in an 
area with a population as large 
as London's, and with. traditions 
as old and as established as those 
which govern London, a few 
months can be considered as 
“almost overnight”), somethi 
has happened in the realm o 
the communication of ideas here 
in the world’s largest city. 


Something so definite has 
happened that on six nights a 
week and twice on Saturdays 
for several consecutive weeks 
since March | more than one 
million people have travelled 
by car, bus, Underground, 
chartered bus and chartered 
train to Harringay Arena, have 
stood in long queues waiting 
to get in, and have sat for 
nearly two hours, night after 
night, about 12,000 of them at 


a time, to hear that person 
named “Billy Graham,” a 
preacher, and an American 


preacher at that! 


In addition, 12,000 Londoners 
jammed into Trafalgar Square 
on a dismal, rainy Saturday to 
hear him .. . and 50,000 stood 
in @ great circle in Hyde Park 
on a windy Good Friday after- 
noon to hear him .. . many of 
that vast a arriving three 
hours before the speaker was 
scheduled to begin. Not only 
that, but after several weeks 
the crowds seemed to be increas- 
ing rather than declining! 


When it is remembered that at 
the time when this American 
preacher visited London, the 

tage of Londoners ~-y~ 
ing Church with an 4 degree of 
regularity was probably less than 


eight per cent of the population 

. and when it is further 
remembered that London recalls 
with no particular satisfaction 
or happiness the visit of certain 
other Americans in years gone 
by who were also called “evan- 
gelists,” then the reception given 
to Billy Graham by London is 
all the more remarkable—to a 
degree that borders on being 

lievable. 

All this is stated as preface 

to the statement that “Advertis- 


By JERRY BEAVAN, Director of Public Relations 
Billy 


and Executive Secretary to 
adapted to the London scene. 
The advertising firm of Frederick 
Aldridge Ltd. was selected to 
carry out the programme. 

A total of £30,000 was allotted 
for all advertising efforts for the 
proposed series of meetings (last- 
ing over three months). 

One feature of the Graham 
programme is to maintain a 
carefully audited statement of 
all expenditures and receipts, 
and to make that audit avail- 
able for public information at 


The scene at Harringay Arena during a Billy Graham meeting. 
More than a million people have now attended. 


has proven its value in 


ing Da 
evangelism.” 
Centred on person 


Because all the publicity and 
advertising has been centred so 
deliberately upon one person- 
ality, it is easy to skip over the 
underlying total programme to 
arouse public interest in religion 
through the exploitation of a 
name and a place. 

To begin with, two years ago 
when the Evangelical Alliance, 
speaking for nearly 1,000 area 
ministers and churches, invited 
the Rev. Billy Graham to come 
to London for a series of 
evangelistic meetings, and when 
one year ago the Harringay 
Arena was selected as the site 
for those meetings, the organisers 
faced a two-fold problem: 
neither the man nor the place 
was well enough known to 
London to make the meetings 
successful to the degree desired. 

With a limited advertising 
budget, it was necessary for 
every penny to be spent in a 
manner calculated to bring the 
greatest result. Using the ex- 
perience gained in revious 
evangelistic efforts in erica, 
those ideas and methods which 
had proved themselves were 


the conclusion of every evan- 

gelistic effort. 

Limited, because of restrictions 
which deny the use of radio and 
television, the greater part of the 
budget was at once set aside for 
poster advertising. 

This included 1,500 carefully 
selected 16 and 48 sheet poster 
sites; 1,000 quad crown posters 
in the Underground and on rail- 
way platforms; 500 bus sides and 
250 trolley bus sides. All this 
poster advertising was begun on 
January | and for a three-month 
period. There were thus two 
months of display prior to the 
actual beginning of the crusade. 


Unity of programme 


The same style of type, layout, 
copy and colour was carried out 
in all the advertisements, thus ty- 
ing the entire programme together. 
Avoiding a complicated slogan, 
the advertising merely urged the 
reader to “Hear Billy Graham.” 
Although the general policy of 
poster and display advertisements 
rather closely followed the 
methods used by cinemas, there 
was no deliberate attempt to 
mask the religious nature of the 
meetings. It is manifestly 
impossible satisfactorily to meet 
everyone's idea of religion or 


Graham 


Jerry Beavan 


explain even the elements of the 
great doctrines of the Church, 
combat lethargy and “sell” a 
name and a place, all in one 
advertisement. 

The one thing which could 
be done was to “sell” the man 
and the building. This was 
attempted through a definite 
emphasis on the name “Billy 
Graham” aand_ the place 
“Harringay Arena.” 


Press advertising theme 


When the press advertising 
appeared, the same theme was 
carried out. With slight modi- 
fications, the religious press ad- 
vertising followed along in the 
same manner. Special groups 
were reached through appro- 
priate media; journals, maga- 
zines and other periodicals 
directed at specific audiences. 
Extensive use was made of direct 
mail advertising utilising an ever- 
increasing mailing list and 
modern addressing and mailing 
equipment. 

With the meetings well estab- 
lished, the second phase of the 
poster advertising, beginning 
April 1, was reduced in one or 
two fields, and increased in 
others. 

Whereas the earlier poster ad- 
vertisements had presented the 
features of the meetings in a 
rather theatrical and enticing 
fashion, the succeeding posters 
merely described Billy Graham 
as the man “all London is talking 
about.” A similar change was 
made in press advertisements, 
adding some comments from dis- 
tinguished individuals, and thus 
imparting something of a prestige 
note. 

Some individuals have com- 
plained about “too much 
organised religion.” 

Perhaps certain of those com- 
plaints might be justified, for 
where they come from quarters 
opposed to _ religion, their 
strategy is sound; disorganised 
religion is much easier to meet 
and to contend with! 

However, thinking  church- 
people must surely be aware 
that, humanly speaking, a degree 
of the success which this crusade 
has enjoyed has been due to a 
judicious use of modern adver- 
tising media and methods. If 
such can be used to further the 
work of the Kingdom of God, 
then careful consideration should 
be given before hasty and ad- 
verse criticism is accepted, 
the use of those methods ignored. 
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PRITCHARD, 
WOOD 
| require another 


Senior Copywriter 


WRITE, IN CONFIDENCE, TO THE CREATIVE DIRECTOR 
F. C. PRITCHARD, WOOD & PARTNERS LTD. 


25, SAVILE ROW, LONDON, W.1. REGENT 7080 (16 LINES) 
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The greyness of 


ITH UNINTENDED 
irony a_ visualiser will 
often refer to the c 


y in an 
advertisement as grey 
matter. It is just another 


element, like the name block 
and the pictures, that has to be 
arran in the pattern of his 
layout. 

Unless he is a very good man 
he will proceed happily from the 
word to the deed, and do his 
damnedest to make the copy as 
uniformly grey and unobtrusive 
as a sand-dune in the Sahara. If 
he dares he will run all the para- 
— into one, and any idea of 
calling attention to the copy with 
a raised initial or putting the 
opening words into small caps is 
= to him. If he is 
putes persuaded to put a 

ttle | between the lines it 
will be a bare two points at 


most. 
In nine cases out of 10 it is 


the matter 


By COPYTASTER 


Scarcely any writer or adver- 
tiser seems to believe with all 
his heart that a mere recital of 
the selling points could be made 
more persuasive by the exercise 
of care and craftsmanship and 
even style. Scarcely an advertise- 
ment reads as though it had been 
written by a creature of flesh and 
biood who really cared whether 
or not anybody read his words 
and was stirred by them to do 
anything more than yawn. 

Sometimes I think there is 

a new race of beings that 

feeds on ancient blue-books 

and Board of Trade regula- 


KEY 


KENT 


iS THE 


KENT 


MESSENGER 


Head office 
MAIDSTONE 
Maidstone 3388 


London office 
80 FLEET ST. 
Central 7500 


Reading through 
the advertisements 
in a number of 
journals Copy- 
taster discovered | 
this item. It , 
brought to 
mind 
speare’s toad, ugly 
and venomous, yet 
wearing a precious 
jewel in its head. 


tions and calls itself Copy- 

writers Anonymous. 

This evening I read all the 
advertisements in copies of 
Punch, Picture Post, Reader's 
Digest and Woman's Own in 
search of a dozen pieces of copy 
or even a dozen isolated sen- 
tences that seemed to have been 
written by somebody who cared 


—somebody interested enough 
to suck his cil and revise and 
polish and find the happy word 


or turn of phrase that would stir 
a reader’s imagination, bring a 
smile to her lips or at least leave 
her feeling that she would have 
enjoyed going on reading a little 


more. 
Precious jewel 


Strangely enough, my first find 
was in an advertisement of such 
dismaying appearance that I was 
reminded of Shakespeare's toad, 
ugly and venomous, which wears 
re a precious jewel in its head. 

feel deeply for a copywriter 
who can write so pleasantly and 
see his work in such a forbid- 
ding frame:— 

A Double Diamond works 
rs. 

You can feel this big- 

hearted beer lifting you above 

and beyond the worries of the 


y. 

A Double Diamond at open- 
ing time revives your confi- 
dence, puts you back on top 
of your form. However you 
feel when you in for a 
Double you feel 

much better when you come 

out. 

Heaven knows the st of 
Haslam Mills will not green 
with envy over this, but com- 
pared with most of my evening's 
reading it shines out like a good 
deed in a naughty world. 

Next I came across a Gibbs 
Toothpaste advertisement of 
such desolating dullness that 


even the proof reader fell asleep 
and allowed this to pass:— 

SR keeps your teeth white 
and sparkling—and your 
breath pure and sweet as well, 
what's more, brushing with SR 
toughens up the all-important 
gums. 


Sorry mess of words 


On second thoughts, why 
blame the proof reader? The 
writer has probably never heard 
of punctuation. 

ut it does seem strange, all 
the same, to go to all the trouble 
of photographing a tube of 
toothpaste embedded in a block 
of ice and printing it in three 
colours to illustrate such a sorry 
mess of words. 

To cheer me up I found a 
paragraph in a London Assur- 
ance advertisement:— 


SCHOOL sUMs. When fathers 


they 

eee By taking out an 
ucational Policy long before 

school bills get really formid- 

able they find this problem 

greatly simplified. 

How strange to find an insur- 
ance compan that is not 
solemn! And how wise of it to 
see that people prefer to do 
business with a smile! 

The smile was quickly re- 
moved from my face, however, 
by this, which is the whole of 
the body-copy in a full-page of 
Reader's Digest:— 


“Firmly set in the motoring 
firmament are the Ford ‘Five- 
Star’ cars, looked up to as to- 
day’s shining examples of ele- 

efficiency and economy. 
six cars owe their bril- 


liant qualities to the vast 
resources and 
tion methods of Ford of 
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A Good Sign 


*, 


This is the sign of a new standard in 
service to motorists. By training garage 

staffs in the latest methods, the SHELL AND 

BP SERVICE aims to raise the general level of 
courtesy and efficiency throughout the 


It identifies the products which 


are marketed by Shell-Mex and B.P. / 
Ltd. in England, Wales and Northern a 
Ireland, by Scottish Oils & Shell-Mex r 
Ltd. in Scotland and by Irish / 


Shell Ltd. in the Repiilig 
Behind all thesé’ eds 


"ave 
RE 
ee ~ Anglo-Iranian Oil Groups. 
5 s "Many thousands of these signs were made by 


AGME ot entieta Ae 


ACME SHOWCARD & SIGN CO. LTD. acme 
Showrooms: 9, South Molton Street, London, W.1 Tel: Grosvenor 7458 


Showrooms also at: 
Crown Buildings, James Watt Street, Birmingham 4 
Tel: Central 2325 
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the 
things 


we do 


In recent months we've 
designed, produced and distributed direct 
mail campaigns for a Wren church, a bookie, 
an ice cream flavour, an international air- 
line, a scrap metal collector, a well-known 
motor oil, an independent small town cinema, 
a self-service launderette, an industrial film 
unit, a fish and poultry shop, fresh air, a 
flower club, a meat tenderiser, a top-ranking 
fur company, a car distributing firm, a fashion 
house, a telephone company, a restaurant, a 
firm of fruit packers, an American shipping 
line, a wine merchant, an advertising journal, 
a—bless our souls, we're so versatile there isn’t 
room to tell you half of it! For the full story 
of who we are and what we do, you'd better 
get us to send you a copy of our Facts & 
Figures. It’s interesting. 


CL 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


The thing that intrigues us 
about all this is what varied 
jobs you're going to throw 
at us next. We'd like to 
hear of them. 


Alexander House * Shaftesbury Avenue . wc2* Temple Bar 2641 


© REVIEW OF ADVERTISING -~continued 
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dustry by providing a range of 
cars which covers every 
preference, at down-to-earth 
prices.” 

In some ways this reminds me 
of a fellow student who failed 
his B.A. and is now a letter- 
writer in the market of Allaha- 
bad, where the rotundity of his 
English is highly esteemed. 


In Woman's Own 1 rather 
liked this copy in a Cadbury’s 
advertisement:— 


“You'll love them each, 
you'll love them altogether, 
these happiest, snappiest bis- 
cuits in their rich robes of 
Cadbury’s Dairy Milk Choco- 
late. Keep a sharp look out 
for Milk Assorted in the shops 
this week, and pop the ques- 
tion politely if you cannot see 
them.” 
nay oy tells me that the 

writer had his eye firmly on the 
client when he wrote that one. 
Finally, in my evening news- 
paper, I came across this adver- 
tisement for Nestlé’s Cream. 


From the headline to the last 
full stop it is a shining example 
of skill and style and infinite 
care, and a blazing reproof to 
those among us who think they 
can just sit down at a type- 
writer and rattle off copy as 
swiftly and thoughtlessly as a 
note to the milkman. 


Two’s company 


Bet. ream 


An example of copywriting that 
took longer to think up than a 
note to the milkman. The open- 
ing lines state: “A man can say 
it with flowers: you can say it 
with cream for tea. Real cream, 
of course! Real cream, you 
know, turns plain apple -, into 
apple pie and cream. 


New point of sale aids for cars 
feature each model in detail 


NE POINT of sale displays 
for Ford cars feature each 
model separately with one dis- 
play illustrating the full line. 

by Derek Barrington 
Designs Ltd., the full-line dis- 
play shows the cars in coloured 
relief against an all-white back- 
ground with a black line drawing 
of Hampton Court Palace. Con- 
cealed fluorescent lighting is laid 
in the trough which acts as a 
fascia for cut-out lettering and 
the whole is mounted on polished 
—— legs with rubber ball 
ect. 


FIVE STAR WOTORING 


aon 
2S 


a. 


The six others are similar in 
construction but have copy 
panels between the front legs 
iving relevant details of each 
individual Ford car. The cut-out 
lettering of these displays is 
mounted on red leather boards 
which, in turn, are screwed 
through to the perforated hard- 
board rear. This facilitates an 
easy change of copy from time 
to time. All seven displays take 
to pieces and pack into a com- 
paratively small space suitable 
for travelling. 


The cars in this full-line display 

are shown against a black line 

The cut-out lettering is on red drawing of Hampton Court 
leather board. Palace. 


a Ee s 3 4 7 yy a 
: y ae eed Saietiiiesiieetines’ cas an —— y 
= ‘ = “ — x oF 
ES ee 
a 396 PS 
: 
rs: i 
i he . 
i } - P 
at \) 
* 4 for tea today 
A sar cam ony oth ' 
r 3 femmes, wee cam sat ol q 
: th rm fur tow » 
mesniheaaen ) 
' Beet cece em hens ome |. 
| — eote ge em £ 
i: ¥4) a we 
: . 2 emp Real crane wid 
iy wow ee ee) 
“Zy jew mabe empty Comey te 
em Bre creme Gere 
: —— Fm 
tw grand, when iter <9 a 
| eernne rates epee sae ~~ i 
| | <<: Sere) 
Ms | ett te «ar - rf 7 i] 
> =e 7 * 
: : PF ememneree Carter ing _— ti ’ 
hea : ' 
ae | ~*~ viet 
ae | 4. 
, . a ad 
: i : ee 
. : — ey ere Te tape 
al ee ee eee ame 
A » ee ae eee ee 
- lone 8 ee ee pee ee 
x 
: a a 
eye . 
4 a ee 
; 
a 
’ 
iA As m . y . Bs 
—Vae 
. _ | ~ | os ort & NN | 
] eee Tue s a 
) — + . , 
r = 
ae ae -s > 
<1 COLL) 1 UE ORETIOR Teeettien . eS eee 
; is eet © 6s aap Mannan mooonease & 
a ud wes 74 i ; ~ iy 
. ‘ é | ae? =e 7 
} sa a P pa 
° oe } ieee Ss) oe 
| | LEPHYA SIX | ia. | Oe 
, a a ee | ee 
; = : } 7 i i Segara «ee ce. 
A es | 28 a RR a “s “i 
Pe _ “mz : fy ae 4 
gan a e hare Bes 
J vd ae ay & | es i 
a eg i ys 
ae i tee wz t 
1 ae . | a i 
aS ’ ; — : 
re rr 
=) . 
€ 7 3 
ie = : ‘ 4 =e 
: : ; ; - Is COS : F Be oasis 2 DS eae i H a te pein 
| a ji “i Ae Sar ae His. cua a oe cs —_ ae Pe 3 ee ‘a ss fe oa e 
he. : en 7 pelt rAd Se ae ey oe :., ioe : ae ia i, =) ee 
: oe as - Spee: . Spo oh ES a — ey 7 d Se S Re _ ae 
e ee eee oe : es a ee ke ie ste FS eee ae, in” & seg Bt igs Ae 


ADVERTISER'S WEEKLY 


| This 
{ union 
of two of the 
most progressive 
advertising agencies 
in the country 
creates 
an organisation 
| staffed 
and equipped 
to give 
an even better 
agency service 
to its present 
| and future 


clients 


Longley® 
Hoffmann 


Limited 


YORK HOUSE 


GREAT CHARLES STREET 
BIRMINGHAM, 8 bf 
CENTRAL 3031 (4 Lines) 


*“LONGLEYS, BIRMINGHAM’ 
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Marketing 


op 


portunities in 


Mexico for Britain 


A large market exists in Mexico for British tool makers if 


competitive 
that market 


Dens the many : 
lems relating to political 
and financial stability valuable 
opportunities exist for British 
traders in South America 
which, for the purpose of this 
brief survey, is taken to include 
all those nations to the south 
of the United States. 


Significant opportunities for 
British enqenens in Mexico are 
indicated in detailed report 
compiled by 6. E. Hall, of the 
British Embassy in Mexico City, 
on his return from a visit 
Torreon and the Second * eo Bg 
tion of the Mexican Association 
of Machinery Importers. 

There should be some market 
in the Torreon area for 
following : — 

Tractors (of about 50 h.p.); 


all types of a Itura] imple- 
ments, AE age disc ploughs 
= harrow and crops spenyess: 
motors and pumps; s 
tubes for wells (about 8 in. 


diameter); insectici especially 


can be arranged. 
e been impressive and have met with some success. 


German attempts to capture 


All types of machinery for raw 
cotton and cotton 
sing; flour milling Bs moe 
wire making and bottling machin- 
ery; carrier cycles; 
tion material 
hardware and 
tubes for furniture making; tele- 
vision studio equipment and tele- 
vision sets (potential). 


Hand tools required 


With to hand tools of 
all kinds, in every town Mr. Hall 
oe through there seemed to 

prosperous distributors in this 
line selling tools, 90 per cent. of 
which appeared to be of United 
States manufacture with some 
German, United > etc. : 
“It would seem,” he has written, 
“that if we can com strongly 
- price there is a large et 

in this line, at present taken up 
by US. producers.” 

Concerning the convention, 
Mr. Hall has enamrrtes that, so 
far as the Uni Kingdom is 
concerned, the following lessons 


be drawn for the coming 
October event :— 


be in Mexico in the autumn 
should make a point of arrang- 
ing their visit to coincide with 
the convention and ee 
attend it. A knowledge of 
Spanish is essential. 

(2) Machinery manufacturers 
should stimulate their agents 
to attend the convention armed 
with catalogues and display 
material in Spanish, as was 
done last year by U.S. firms. 

(3) Two or three first-class 
U.K. commercial films in 

nish should be made avail- 
able to the Embassy for the 
next convention. 

(4) Complimentary copies of 
U.K. commercial periodicals, 
in Spanish, should be made 
available to the Embassy for 
free distribution at the comi 
event, as one US. firm di 
last time. If it were pos- 
sible to devote a special num- 


The permanent 
buildings of a 
new agricultural 
research service 
near Cagua were 
recently opened. 
Sponsored by Cia. 
Shell de Venezuela 
the buildings in- 
clude offices, labor- 
atories and work- 
shops. A model 
of the new build- 
ings was recently 
on show in London 
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ber of some magazine to the 
export of machinery (especially 
agricultural) to ) with 


contributions advertise- 


SOUTH 
AMERICA 


ments from firms exporting to 
that country, so much the 
better. 

The belief that British traders 
are losing opportunities in the 
Mexican market has lately been 
expressed by The Times corres- 


@ Continued on page 400 


— ; nitrogenous — M 
eh - ~ er ties; (1) Visitors from U.K. ad is pictured 
harvesters. sudhinary firms i here. 


week by week, the most comprehensive coverage of the 
radio, television and domestic electrical industries 


NET WEEKLY 
PAID SALES 
11,653 


BOOK NOW FOR THE 
EARLS COURT SHOW NUMBERS 


NET SALES CERTIFICATE 


We have examined the books and records 
relating to the issues of WIRELESS & ELECTRICAL 
TRADER for the half year ended February 28, 1954, 
and certify that the average number of copies 
printed weekly amounted to 12,521. 

Exclusive of all free and voucher copies, the 
Net Sales for the above period averaged 1!,653 
copies per issue. 
London, E.C.2. 

April 28, 1954 


Whinney, Smith & Whinney, 
Chartered Accountants 


and the only WEEKLY - 
trade journal in 
this peld. 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1. WATERLOO 3333 (60 LINES) 
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if it’s impact you want... 


... British Transport advertising sites will make it 


Commercial Advertisement Officer, British Transport Commission 
Cranbourn Chambers, Leicester Square Station, London WC 2, Temple Bar 3490 
Scottish Office: 7 Castle Terrace, Edinburgh 1, Fountainbridge 5222 
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ND “CLOSED DOORS” 


Now you can get into the offices of all military buyers who make the 
buying decisions for the 3} million consumers in the U.S. Armed 


Forces, through the pages of THE MILITARY MARKET. This new trade | 
paper lets you present your product to the officers who stock the | 


Service-operated Commissaries, Exchanges, Ships Stores, Clubs and 
Messes where Servicemen and their families spend most of their 
8 billion dollar yearly income. 


Guaranteed circulation of 15,000 per month—more than any other 
publication in its field—means your ad in THE MILITARY MARKET 
reaches more military buyers everywhere, in the U.S. and overseas. 


THE MILITARY MARKET is published by an experienced military trade 
paper staff. News coverage, editorials and features designed to aid 
the military merchandiser insure thorough readership and long life for 
your advertising message. 


Let us help you sell these military buyers. “ How to Sell” information 
and market data are yours for the asking at our nearest advertising office. 


Circulation Guoreantee: 13.000 per month 


THE MILITARY MARKET 


The Monthly Mogarine for Military Buyers Everywhere 


ARMY TIMES PUBLISHING CO. 
102 PARK STREET, LONDON, W.!. GRO 365! 


Other European Offices : 
Frankfurt: 18 Groffe Eshenheimer Str. Paris: 
Cambon, Paris |. Rome: 54 Via Marche. 


publishers of 


ARMY TIMES - AIR FORCE TIMES - NAVY TIMES 
AIR FORCE DAILY, The American Daily in Europe 


29 Rue 


LONDON: 102 Park Street, W.1.¢ WASHINGTON: ‘3132 M 
NEW YORK «© tOS ANGELES ~ | 
SAN FRANCISCO ¢« PHILADELPHIA 


FRANKFURT « PARIS © ROME « TOKYO « CASA 


| into the 
| they have succeeded at least to 


| Brazil 
| couraged by the recent announce- 


NEWS 
FLASHES 


hich 
FROM WORLD 
MARKETS 


A FEATURE of the Baghdad 
Fair which, it is antici- 
pated, will draw great crowds 
and arouse a lot of public 
enthusiasm for British goods, 
will be the programme of daily 
cycle races. These are being 
organised by the /raq Times. 
The same newspaper will also 


| handle the sale of all news- 


papers, magazines, picture 
post-cards and stationery in the 


| grounds. 


The track will be open every 
day to _ contestants riding 
machines provided by the cycle 
industry. As prizes the winners 
will be given the cycles on which 
they ride. The newspaper is also 

lanning to organise the first Iraq 
ong distance cycle race to finish 
in the fair grounds. 

As the potential market for 
bicycles in Iraq is a tremendous 
and rapidly expanding one, these 
events will give a valuable boost 
to the demand for British-made 
machines, which already enjoy an 
excellent reputation in the 
country. 


May 20, 1954 


Track races will 
boost UK cycles 


It is reported that the track 
will offer the usual publicity 
opportunities; banners, strip 
posters, etc., which are usual for 
such events. 


The Canadian market 
OR 


those exporters and 
agents interested in the 
} Canadian market, a revised 
,edition of Exporting to 
Canada has been published 
| by the Stationery Office, price 
3s. Following the same lines 
as the edition published in‘ 
1951, this booklet has been 
brought up to date and exten- 
sively re-written. 

There are chapters dealing 
>with the characteristics of the 
Canadian market, initial ste 
»to be taken in examining the 
market, selling and distribu- 
tion, sales promotion, conduct 
of business, standards and 
specifications, Canadian 
) Government regulations, and 
guarantees against export 


‘ 


7 


© MACHINERY WANTED IN MEXICO -continuea 


pondent in Mexico City. “The 
primary need,” he has written, 
“is to recognise that the Mexican 
market is governed by a 
nationalistic programme of in- 
dustrialisation.” 

Mexico frankly protects the 


| local industry by high tariffs and 


limitation of imports of con- 
sumer and luxury goods to 
conserve dollar exchange for 
essential purchases of capital 
goods, Offsetting these restric- 
tions, however, she gives tax 
exemptions to new industries 


| and welcomes foreign capital, 


especially if it is invested in joint 


| ventures. There is also an ex- 


panding market for the heavy 
machinery needed in her public 
works and industrialisation pro- 
grammes. 

The West Germans have made 
an immense effort to get firmly 
Mexican market and 


the extent of dispiacing the 
United Kingdom in 1953 froin 
the status of the third biggest 


| seller in Mexico. 


Trade between the U.K. and 
will doubtless be en- 


ment that the Export Credits 
Guarantee Department is re- 
suming cover of exports to 
Brazil. 

This cover was withdrawn 
some time ago following a severe 
deterioration in Brazil’s external 
payments position and conse- 
quent serious delays in payments 


for goods imported from Britain. 

The resumption of cover on a 
restricted basis has been decided 
upon partly because the Brazilian 
payments position has shown a 
marked improvement in recent 
months and partly because 
Brazilian debts to this country 
in respect of past shipments of 
British goods have been, or are 
being, dealt with under an inter- 
Governmental agreement con- 
cluded last autumn. 

As part of the Fourth Cen- 
tenary celebrations of the City 
of Sao Paulo, an International 
Trade Fair is to be held in the 
Ibirapuera Park from July 9 to 
October 9. This big fair will 
be open to the public daily 
(except on Mondays). 

Foreign exhibits will be 
arranged in sections according to 
the country of origin and the 
U.K. will have an official stand 
to support the exhibits of U.K. 
firms and to give information 
about exports. 

In Venezuela, Corpa y C.P.V. 
(the Venezuelan end of Colman, 
Prentis and Varley) recently 

ed a branch in Maracaibo. 
agency's headquarters in 
Caracas (with a staff of 75) is 
also moving to newly built 
premises this month. One of the 
grammes produced by the 
Department of Corpa y 
C.P.V. on behalf of Cia Shell de 
Venezuela won last month’s 
award for the best TV pro- 
gramme in the country. 
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THE LINK BETWEEN FARMING & ENGINEERING 
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ROYAL SHOW NUMBERS 


July & August Issues 


Press Date Ordinary Advertisements, June 1 & July 1 


Published by 5 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, 
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GREENFORD 


From Paddington to Putney, from 
St. Marylebone to Southall—from 
the West End, you might say, to 
Western Avenue and beyond, the 
“West London Observer” is the 
most widely read and trusted of 
London Weekly newspapers. The 
oldest family newspaper of London’s 
Western Reaches, it is valued for its 
lively presentation of the news. Use 
it—and you will find that the folk 
of the so-called “dormitory suburbs” 
are very wide awake! 
Circulation 
21,547 ABC (July-December, 1953) 


THE WEST LONDON OBSERVER - 16 QUEEN CAROLINE STREET © HAMMERSMITH"BROADWAY)}:° W.6 


= ' on A 


y, 
4 


| {Fe 


Telephone:JRIVerside 145! 


Sonmenemeelll 


ENFIELD 
BUSH HILL PARK, ENFIELD HIGHWAY, 
* PONDERS END, ENFIELD LOCK, THE 
fe) 


a KENSINGTON 
NEWS 


OLD SOUTHGATE, NEW SOUTHGATE, te 
AND 
FULL COVERAGE 


BOWES PARK, WINCHMORE HILL. 
GRANGE PARK, WEST ENFIELD AND 
5 COCKFOSTERS 
IS ASSURED BY THE West London Times 
ENFIELD GAZETTE wo me ||) mmm 
S popular Newspaper establis over years 
PALMERS GREENGAZETTE 


and circulates in the following districts :— 


THESE IMPORTANT DISTRICTS 


of North London, with a total population of 
183,834 and a rateable value of £1 ,838,632 are 
consumer areas which cannot be neglected 


Kensington Shepherd’s Bush Hammersmith 
NETT SALE S. Kensington Bayswater Fulham 
44,40 (A.8.C.) Notting Hill Paddington Chiswick 
WEEKLY PRICE 3d. Brompton Chelsea Barnes 
Mayfair 


HEAD OFFICE ADDRESS: 


SILVER STREET, ENFIELD, MIDDX. 


MEMBERS OF GREATER LONDON’S GREATER PRESS, 
92 PLEET STREET, LONDON, E.C.4 


HEAD OFFICE: 118 KENSINGTON CHURCH ST., W.8 


For advertisement rates and specimen copy telephone 
BAYswater 3221/2, 7267/8 
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Greater London 


2<o<+<6 2 ~ —— 


‘Advertiser’s Weekly’ Market 
Investigation Team survey— 


ADVERTISER'S WEEKLY 


A great diversity of advertising media 
serves a vast and prosperous region 


The vital importance of the Greater London area is highlighted by the fact that for the retail 
trade as a whole, sales per head of the inhabitants were in 1950 nearly half as much again as 


For STATISTICAL _ pur- 
poses it is most convenient 
to define the Greater London 
area as comprising the County 
of London, the whole of 
Middlesex, and sizeable por- 
tions of Surrey, Essex, Hert- 
fordshire and Kent. This 
definition is identical with that 
used by the Registrar-General 
and, although it includes over 
700 square miles of almost 
continuous built-up area, there 
are still some _ important 
“dormitory” suburbs which 
are just outside the conurba- 
tion limits. 

In order to illustrate some of 
the distinctive features of the 
Greater London market, we have 
chosen to look at it as through 
the eyes of a manufacturer of 
soft drinks. A correspondent of 
the Financial Times recently re- 
ported that this region was likely 
to become the scene of the 
severest competition in the soft 
drinks field, and a little reflection 
suggests why this forecast is 
likely to be correct. 


Inherent disadvantages 


Products such as soft drinks 
have to overcome certain in- 
herent disadvantages such as the 
comparatively high cost of trans- 
port relative to the cost of pro- 
duction. The bulky, fragile 
nature of the goods also neces- 
sitates special packaging and 
handling. Thus, with products 
of this kind there are obvious 
advantages to be gained from 
close proximity of the manu- 
facturing unit to a large and 
highly concentrated market, and, 
furthermore, an area which is 
well served with transport 
facilities. 

How far does Greater London 
measure up to these require- 
ments? So far as density of 
population is concerned, the 
County of London itself can 
claim 44.7 persons per acre, 
which is greatly in excess of the 
comparable figure for the centres 
of the other major conurbations. 
Even on the outer ring of 
Greater London there is an aver- 
age of 12.9 persons per acre. 


for Great Britain as a whole. 


| 
| The Market Investigation 
The detailed make-up of the indication of the pull exerted by | Team have described the 


population, as shown in the 195! Central London is given by the | advertising media of the 


census, is as follows: — results of a Mass Observation pene es area from 
of merchandising a 
- 7 ips soft drink. 
| 
ct, A a ‘SSRs J 
Total Greater London . . .. | 8,346,137 3,921,195 | 4,424,942 
County of London : 3,348,336 1,568,360. | 1,779,976 house-to-house basis. The main 
Middlesex | yet args a outlets, however, are likely to be 
Ss (part ; ‘5! ‘ ’ : ; 
Seer (pert) | 1'065°526 310.982 | 554/544 those which are listed in the 
Kent (part) ad ¥ 474,183 224,005 | 250,178 accompanying table. 
saastatiattind ee Saree eb At first glance this might 


appear to suggest that London 


, is poorly served, except in the 
Since soft drinks may be said study reported early in 1952. case of the catering group and 
to appeal to all ages, our manu- The London part of the survey the confectioner - newsagent - 
facturer would have a potential covered an area up to 30 miles tobacconist group. When we 
eight million consumers within south of Westminster and examine the per capita sales 
easy reach. showed just over half of the through these outlets, however, 
agg pod in that — came we note that, except for the 

, into London occasionally to grocery group, the London 

Outs es a = shop. figures are appreciably greater 
Although between the census Kt is true that this feature is than for the rest of Great 
of 1931 and that of 1951 the Of less direct importance to soft Britain. 
County of London, in common rinks, which are likely to be 
with other large urban centres, ought locally, but it is highly 
suffered a decline of 24 per cent relevant to the advertising angle. 


This points to a correspond- 
ingly greater volume of sales per 


outlet in London. The following 
in population, this was offset by Apart from shoppers, t00, indicates sales per head in 1950 
an increase of 31 per cent in the there are the men and women hrough various outlets: a 
population of the “outer ring.” Who travel into London for their 


Thus, the area as a whole re- Work. Despite the fact that a 
mains densely populated and the jority of the working popula- 


| 
Greater | Great 


t of the changes dur- - tion is employed in the suburbs, London | Britain 
ae eB 20 years — been it is estimated that about 750,000 | — 1 
virtually to “spread the load.” ‘ravel daily to work in London. | £ 


The most notable feature which Just a oF afield some of | * 1s | 22 
has occurred is the development these workers must come may  Confectioners- 

of suburbia: of medium-sized © — og from the results of tobacconists- * me 
living areas grouped around the * sample survey conducted in amt, * : 
industrial hub. ye 193; 1949 which showed that the time = cerablish- va: Si 


and 1951 the number of towns ‘ken in travelling to and from 
with a population in excess of WOrk averaged 88 minutes per 
50,000 increased by 43. Of these y- : : : , 
“new” towns 13 had grown by Soft drinks find their way into The abnormally high London 
more than 100 per cent and 14 4 reat variety of outlets = figure for the general group is 
. . ere is at least one major firm 

aan ye = Pane ad which markets its wares on a @ Continuedion page 404 
than 22 are in the Greater 

London area or within easy 


travelling distance. Main Retail Outlets for Soft Drinks 


Even the enormous number of 


residents, however, does not Greater London Area _ Great Britain 
measure completely the number a pas ‘ a 

: . ‘0. of Per 
of customers to be found in this oxcbthcnonss 10,000 population 10,000 population 
area, because of the “migratory” | - = 

. . RETAIL SHOPS 
factor. The local inhabitants 
Grocery group ; 12,486 } 150 26:5 

are not the only folk who con- Other food retailers 19.744 23.7 | 259 
verge on Central London for  Confectioners-tobacconists- 
their special shop ing, and. newsagents 11,804 41 136 


° General group (department, 
moreover, there are focal points variety stores, etc.) .. onl 345 04 03 
on the fringes of the conurbation  gaavice suors 
which draw shoppers from well 


; and : j coal 14,026 168 136 
outside the area limits. Some —— “ 
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—London’s LARGEST Weekly! 


STRATFORD 
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80,000 


NET SALE EVERY FRIDAY IN 


' 


WEST HAM 


LEYTON 


& LEYTONSTONE 


WANSTEAD 


& WOODFORD 
Snaresbrook, etc. 


BARKING 


IMPORTANT 
BOROUGHS 


AND SURROUNDING DISTRICTS 


Becontree, Dagenham. 
including Ilford, Seven Kings, Chad- 
well Heath, Romford, Loughton, WALTHAMSTOW 
r——— Buckhurst Hill, Debden, etc. <0 gas 


The Newspaper of Suburban Essex 


HEAD. «6 EXPRESS OFFICE - STRATFORD - E15 
Advertisement Manager: G. 8. HOWARD: MAR. 1617 


The Finest Medium for 
North London 


THE 


[ISLINGTON GAZETTE 


(Now in its 98th year of publication) 


FULL COVER FOR LONDON’S 
MOST DENSELY POPULATED 
AREA 


Particulars and Rate Cards from: 
J. C. ROGERS, Advertisement Manager, 
10 GOUGH SQUARE, E.C.4 CENtral 5651 
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Lendon 


yet another illustration of the 
drawing power of the big central 
and West End stores. For the 
retail trade as a whole, sales per 
head in the Greater London area 
in 1950 were nearly half as much 
again as for Great Britain as 
a whole. The respective figures 
were £147 and £101. This re- 
flects the great buying power of 
the London market. 


Changes in retail sales 


Since 1950, the year in which 
the Census of Distribution was 
taken, certain interesting changes 
have occurred in the sales re- 
ported by large retailers (i.c., 
department stores, firms operat- 
ing multiple chains with 10 or 
more branches, and retail co- 
operative societies). The results 
for February, 1954, show that 
for all merchandise there was a 
perceptible decrease in sales in 
the centre and West End of 
London, accompanied by a sharp 
increase in suburban London. 
Both areas show increases over 
1950 in the sales of food and 
perishables. The following indi- 
cates in terms of index numbers 
(average 1950 = 100) the value 
of sales per week during last 
February for large retailers: — 


Central | S Great 
& West 
End 
Food and 
Py —— ~ 117 1%6 132 
merch- 
andise .. 89 122 115 


Source: Board of Trade Journal, April, 1954 


Apart from the volume of 
retail sales, there are many other 
indices of London's prosperity. 
We may cite the ever-increasing 
numbers of television sets, which 
continue to be well in excess of 
the comparable figures for the 
newer regions. 

It is currently estimated that 
more than a million house- 
holders within a 40-mile radius 
of London now have television 
in their homes. 

We may also draw attention to 
the high proportion of occupied 
women in the Greater London 
conurbation, where 41.2 per cent 
of those aged 15 and over are 
in employment as compared with 
a national average 34.6 per 
cent. 


Market research field 


Returning to our subject of 
soft drinks, it may be observed 
that in addition to being admir- 
ably suited for the illustration 
of. the potentialities of the 
Greater London market, it is 
also a very fruitful product field 
for market research. 

The facts are that sales of soft 
drinks have steadily increased 
since pre-war days, despite a 
temporary lapse following de- 
control of the industry. 
optimists will note, however, 


that consumption r head in 
this country is still well below 
that in the United States. One 
fruitful means of ensuring in- 
creased sales would appear to 
lie in smoothing out the seasonal 
variation which causes consump- 
tion in summer to be 60-80 per 
cent higher than in winter. It 
is reputed that the ice-cream 
manufacturers have succeeded in 
boosting their winter sales, and 
it should not be beyond the wit 
of the soft drink manufacturers 
to devise methods of achieving 
equal success. 

It is significant that within 
the soft drinks field it has been 
the concentrates or squashes 
which have shown a bigger in- 
crease than the carbonated or 
“fizzy” drinks. Although this 
may be partially attributable to 
the exigencies of war-time, when 
the former made less demands 
upon transport and _ storage 
space, it is interesting to see that 

evelopment in the U.S. has 
followed a similar trend. How 
far this is likely to continue is 
a big query for the marketing 
men. he saving in transport 
costs for the squashes means 
that a larger area can 
covered from one factory and a 
national distribution is thereby 
made easier. Against this must 
be set the partial inconvenience 
of diluting with water. 


Decrease in consumption 


Another interesting feature is 
that the increase in consumption 
of soft drinks has been corre- 
lated with a decrease in the 
consumption of hard drinks. A 
variety of explanations have been 
advanced for the latter, includ- 
ing the levelling up of incomes 
and the emergence of rival 
amenities to the public house. 
Clearly, television is an impor- 
tant factor, and that this is 
appreciated by the brewers is 
shown by the stress being placed 
on persuading consumers to take 
home bottled beer. Since many 
brewers now also have an 
interest in the soft drinks in- 
dustry, it is reasonable to expect 
that similar tactics will be 
adopted with them, too. 

The actual formula of the soft 
drinks and their packaging may 
pane be considered to present 
ess complicated problems. To 
a bystander it would seem 
intriguing to discover how far 
“blind” product tests showed 
that consumers were able to 
differentiate between the varieties 
of, say, orange or lemon “fizz.” 
It seems highly probable that 
this is a field in which reputa- 
tion outweighs a great man 
product characteristics, and suc 
product tests must, therefore, be 
used with care. The subject of 
reputation serves as a reminder 
of the importance of building 
up brand identification in an 
industry which comprises so 
many manufacturers. Even the 
“big” names face this problem. 

or example, how many 
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otential consumers distinguish 
etween the two Colas—Pepsi 
and Coca? Consideration of 
these brands leads in turn to 
admiration of the way in which 
they have overcome the handicap 
of such an unattractive colour 
to the extent that it now seems 
to represent a positive advan- 
tage! 


Advertising media available 


Let us now consider the ad- 
vertising media available for our 
soft drinks in this vast market. 
Some manufacturers tend to 
think of a London advertising 
launch as a minor national 
operation so far as costs and 
complications are concerned. 
This feeling is probably engen- 
dered by the great diversity of 
media in this market and the 
apparently intricate pattern of 
the local press. 

Neither, however, need be 
true. We have seen thorough 
distribution obtained rapidly 
and effectively in — 
London through a tie-up with 
chemists and the use small 
spaces in the major groups and 
selected independents of the 
local weekly press. 

At the other extreme, of 
course, there have been far more 
ambitious launches in __ this 
market, the most striking recent 
example of which has been the 
introduction of detergents by 
millionaire concerns. 


The evening group 


Because of its wide circulation 
and intensive home coverage, the 
London evening newspaper group 
is immediately attractive to a 
manufacturer planning a cam- 
paign in this area. The com- 
bined circulation of the three 
London evenings—the Evening 
News, the Star and the Evening 
Standard—is 3,320,643 (July- 
December, 1953 A.B.C. figures), 
and approximately 80 per cent 
of this circulation is to be found 
in Greater London. In fact, 
within this area four out of 
five adults read at least one of 
these evening papers. The tech- 
nical excellence and prestige of 
a great newspaper is combined 
with the facilities for local cover- 
age which ensure economy in 
distribution for an area cam- 
paign. Small wonder, then, that 
so many new successful cam- 
paigns have been launched with 
the help of these three great 
newspapers. 

With a product such as a food 
drink, as we have garlier re- 
marked, we can expect to find 
our market amongst the young 
and the not-so-young alike. It 
is pertinent, therefore, to note 
that readership of the London 
evening press by the various age 
groups is generally uniform. 

It is also interesting to note 
that readership by householders 
and housewives—those who can 
be expected to buy for household 
consumption—is well up to the 


Age Group 
aT ws. 
16-24 | 25-44 45-64 | 65 4 
—EE—EE -——r- — 
Evening r | 
News ind | 16 | 4s | 11-6 
Star 7-5| 80 | | 50 
B | 
Standard | 40 | 48) 49) 3+ 


oie 


level of . overall an tee by | 


men and women combine 

As a means of reinforcing the 
first-class coverage afforded by 
the London evenings, the local 
weekly press in this area next 
requires examination. 

In the largest concentrated 
market in the United King- 
dom, the local press represents 
a medium which strongly in- 
fluences 


This is a factor which our 
manufacturer must take into 
account, particularly if he is 
planning a tie-up with retail 
outlets. 


Little has been done as yet 
to test, market researchwise, the 
qualitative, as distinct from the 
quantitative, readership of the 
weekly press—i.e., what and how 
much the average reader reads 
in his local newspaper—but there 
is evidence to show that a high 
proportion of housewife readers 
regularly read the classified per- 
sonal columns and the births, 
deaths and marriages columns, 
and that readership of certain 
regular features of local interest 
is of a similar high order, clearly 
indicating the importance 
attached to local items of news 
which it is the function of the 
weekly press to provide. 

This is as true of the Greater 
London market as it is else- 
where, because the sense of local 
esprit de corps and interest in 
local activities is as great in the 
London suburbs as it is in the 
provincial towns. 


Appeal of weeklies 


The pattern of readership by 
age groups is generally uniform 
and clearly shows the appeal of 
the weekly press to old and 
young alike. In the Greater 
London area there are, according 
to information extracted from 
the Advertiser's Annual, about 
160 weeklies. This important 
medium contains a number of 
groups which can offer a com- 

ned circulation of which many 
national newspapers would be 
roud, although we must not 
ose sight of the fact that some 
papers appear in more than one 
group. ese groups can also 
provide a selection of papers 
having a wide coverage across 
London—in some cases extend- 
ing into the areas beyond 
Greater London itself. It would, 
therefore, be a simple and 
practical proposition for our 
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Lewisham 
Borough 
N OWS series * 


LEWISHAM 
BOROUGH NEWS 
Tuesdays, 3d. 

* 
LEWISHAM 
JOURNAL 
Fridays, 34d. 

a 7 
SYDENHAM, FOREST 
HILL AND PENGE 


GAZETTE 
Pridays, 3d. 


* 


Give complete cover of the 
Borough of Lewisham 
TWICE A WEEK 


7 
LOAMPIT VALE 


LEWISHAM, S.E.13 
TIDeway 1436 and 1808 


West London and 


FULHAM 
GAZETTE 


Series comprising 


FULHAM GAZETTE 
CHELSEA GAZETTE 
KENSINGTON 
GAZETTE 
HAMMERSMITH 
GAZETTE 
are widely read family 
newspapers containing 
last-minute news and 
pictures 


MEMBER OF A.B.C. 


Head Office : 
GAZETTE BUILDING 
565 FULHAM ROAD 
FULHAM BROADWAY 
LONDON ° 
Telephone 


5.W.6 
FULham 3431 


MONEY 
MATTERS 


DOESN’T IT? 


Where is the money to-day? 

The workers have a fair share 
and may we point out that the 
workers of Dagenham are doing 
very nicely—low rents, negligible 
fares, mean they are able to 
spend freer than most. 


The ‘Dagenham Post’, the only 
local paper in Dagenham, gives 
solid coverage. 


DAGENHAM 
POST 


Iiford has always been a ‘better 
off’ district (many advertising 
people live there!) and the ‘Ilford 
Guardian’ is read by those 

who like a lively local. 


ILFORD 
GUARDIAN 


East London has a greater 
percentage of new homes than 
any other area—new homes mean 
new habits, new prospects— 

East Londoners like to enjoy life — 
that's just one reason why they 
buy the ‘East London Advertiser’ 
with its double page spread 

of entertainment information. 


EAST LONDON 
ADVERTISER 


YOU CANNOT AFFORD 
TO IGNORE 

THE ILFORD 
GUARDIAN 

SERIES 


wer 50,000 
« 18/- 


34 HIGH ROAD, ILFORD 
ILFORD 356! 
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Sales of soft drinks have steadily increased since pre-war days, despite 

a temporary lapse following decontrol of the industry. However, 

the consumption per head in this country is still well below that in 

the United States. It should be possible through advertising to boost 
the per capita intake. 


manufacturer to aim at using 
some, if not most, of the 15 
major groups, filling in the gaps 
where necessary with indepen- 
dent newspapers. This plan, 
coupled with the use of the three 
London evenings, would ensure 
his message reaching at least 
90 per cent of homes in the 
area. 


The poster audience 


Experimental research in the 
last few years has been carried 
out on the size and nature of 
the poster audience, on oppor- 
tunities to see and the readership 
of varying types of poster treat- 
ments, Nothing has as yet been 
published on studies made speci- 
fically of the poster medium in 
the great conurbations. Research 
does indicate, however, that 
posters are most seen in the more 
densely populated urban areas; 
furthermore, that the more fre- 
quent traveller tends to exhibit 
a great deal more receptivity to 
posters than the less frequent. 
These are only two pointers of 
many to suggest the wisdom of 
examining the incorporation of 
the medium in a Greater London 
campaign. 


Wide range of media 


The poster is, in fact, a flex- 
ible medium which may be 
especially appropriate for our 
particular advertising problem. 
Thus, a local campaign in the 
area could be planned from a 
heavy one involving the use of 
2,000 16-sheet posters for a 
— of, say, 13 weeks, to a 
i 
of 


ht campaign requiring the use 

some 750 16-sheet ers 

over the same test period. 

The media available in Greater 
London may include poster sites 
and bulletin boards: bus and 
trolley bus exteriors: van sides 
and car cards: escalators and 
lift panels: double crown, quad 
crown and 16-sheet posters on 
railway stations. 

Our outline of the multiple 
advertising resources open to 
our manufacturer must not 
omit the cinema, which in 
many respects is a “natural” 
for the advertising of a pro- 
duct like a soft drink. 

In Greater London there are 
395 cinemas available for adver- 


tising, of which 30 per cent have 
a seating capacity of under 
1,000: 51 per cent between 1,000 
and 2,000: and 19 per cent hav- 
ing over 2,000 seats. The in- 
fluence of the great circuits is 
considerable: of the total cinemas 
referred to here, two-thirds are 
owned by the major circuits, 
and of the 75 cinemas having 
a capacity of over 2,000 seats, 
all but four are circuit cinemas. 

In view of the fact that 
cinemas account for over four- 
fifths of all entertainment admis- 
sions subject to entertainments 
duty, the importance of the 
medium is obvious. The nature 
and composition of the audience 
enhances its importance when 
planning a campaign for a pro- 
duct like a soft drink, for while 
the accent is on youth, the fact 
still remains that the cinema re- 
tains its appeal for the masses 
of all ages, diminishing only for 
the top age brackets. 


Consumption at cinemas 


While relatively little research 
has yet been attempted into the 
sales value of the medium, there 
is plenty of evidence to show the 
great depth of impact made by 
a skilful presentation for a good 
product. 

Reflecting on the launch of 
our soft drink, we should not 
overlook “the remarkable con- 
clusion that on the average 
practically every other person 
who went to the cinema bought 
some kind of  refreshment— 
mostly ice-cream.” (Cinemas and 
Cinema-Going, by Browning and 
Sorrell, January 1954.) 

So much for the wealth of 
media facilities available to us 
in our Greater London cam- 
paign. Our research appropria- 
tion might well include a 
practical sum for testing the 
effect of the campaign as it pro- 
ceeds—brand awareness, impact 
made, extent of use and reaction 
to use: information obtained 
cumulatively stage by stage of 
the campaign. This and other 
information should help us to 
strengthen our advertising appeal 
at all points when the time comes 
to go national—for, in fact, the 
Greater London market is in 
most respects a miniature repro- 
duction of the national market. 
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A poster campaign that 
sells classified ads 


The assignment to arrange 
ment service of the “Evening 


publicity for the classified advertise- 
Standard” 


presented a number of 


unusual problems. This article describes how the agency 
found ways to overcome them successfully. 


N IMPORTANT part of 

the Evening Standard's 
revenue derives from classified 
advertisements. In order to 
increase this source of revenue 
the newspaper called on their 
advertising agency, W. C. 
Crawford Ltd., to submit sug- 
gestions for a plan to advertise 
these advertisements. 

The assignment presented 
several interesting and unusual 
problems. The advertising could 
not be of an _ institutional or 
prestige nature, as it had a par- 
ticular selling job to do. The 
“product” was not a neat, com- 
pact entity that could be illu- 
strated, with a simple statement 
of its nature, quality and price 
and a straightforward injunction 
to go and buy one. 

It might have seemed at first 
that “reason why” press adver- 
tisements would have been the 
best way of solving the prob- 
lem. However, since the cam- 
paign had to be confined to the 
circulation area of the Evening 
Standard, the only satisfactory 
press coverage would have been 
in its competitors—who would 
have been reluctant to accept 
these advertisements. 


The creative problem 


It was, therefore, decided to 
use double crown posters in the 
London Underground and 
Southern Region suburban sta- 
tions, the latter to cover areas 
not included in the London 
Transport system. 

The creative problem was in 
this way made still more difficult, 
because the poster technique 
does not allow “reason why” 
copy. It has to deliver its 
message instantly and to capture 
the inattention of the passer-by 
rather than the considered 
interest of the reader. 

Crawford's felt that the “pro- 
duct” could and should be 
illustrated, and the background 
of an actual page of small ad- 
vertisements in the Evening 
Standard forms the theme for 
visual variations. The “selling 
story” was condensed in order 
to emphasise only the name of 
the paper, its telephone number 
and the three most pular 
classifications—homes, jobs and 
cars—together with a brief state- 
ment of the speed and efficacy 
of the small advertisements. 

A typical poster of the series 
(designed by William Hellicar) 
shows merely a telephone dial 


One of the posters being used in 


the campaign. The message is 
much condensed. 


with the invitation “Ring Central 
3000” in the centre, and a man's 
hand in the act of “EN 
a number. Others show a | 
colourful question mark or a 
silhouetted human figure “torn 
out” of the background. 

The technique calls for very 
careful reproduction, in order 
to achieve optical illusion effect. 
The separation of the air-brush 
shadows was done at art-work 
stage and very careful _ re- 
touching was necessary on the 
litho negatives. In order to have 
the lettering, particularly the 
black lettering, standing out 
clearly against a complicated 
background, and to have the 
type matter moderately clear and 
legible, a full-strength line tech- 
nique was used for the newsprint 
background. It was then litho- 
graphed separately in grey. The 
lithographic work was carried 
out by and Read, 
London. 

The result has been an effec- 
tive series of posters which have 


Charles 


been placed, two at a time, on 
the hoardings for a period of 
five weeks each. 

The success was immediate. 
Not only did the posters catch 
and hold the eye of the public, 
but, in conjunction with other 


promotion and selling activities, 
they helped to achieve an im- 
pressive material success: lineage 
of small advertisements carried | 
by the newspaper increased by 
more than 30 per cent. 


THE POPULATION OF KENT 


has increased since the 193! census by approxi- 


mately 30°. 


In the same period the average weekly net sales of 
the “Kentish Times" Series have increased by 
nearly 240°, from 25,600 in 193! to over 


85,000 in 1954 


THE LARGEST IN THE COUNTY 


Largest Net Sale in Kent 


KENTISH TIMES © 
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RICHMOND HERALD ano 
BARNES & MORTLAKE HERALD 


Members A.B.C. 


Widely read suburban weeklies 
covering the valuable residential 
district between Richmond and 
Hammersmith. 

A complete weekly news service 
in each Friday's issue. 


THE HERALD PRESS 


70 Sheen Road, Richmond 


RIChmond 3311 


FOR YOUR NEXT 
APPROPRIATION 


EDGWARE 


POST 


BOREHAM WOOD & ELSTREE 


POST 


POST 


Combined Rate, 8/- per s.c.i. 


202 BURNT OAK BROADWAY, 
EDGWARE - MIDDLESEX 
Telephone: EDGware 5217/8 


G. F. TOMKIN LTD 


FOR COLOUR PRINTING 
ON VERTICAL MIEHLE 


GROVE GREEN RD., LONDON, E.11 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 
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‘There are big ideas to be 


found under the big top 


An effective tie-up between advertisements and a visiting circus 


was recently arranged by a provincial newspaper. 


The results 


were satisfactory to ail concerned. 


HRILLS, fun, romance, 

colour and excitement—all 
these in plenty when the cir- 
cus comes to town. 

And advertising, too. 

Let the drums roll for V. H. 
Dewey, advertisement manager 
of the Sunderland Echo, who 
has demonstrated that the saw- 
dust ring and the printed page 
can march along together as 
nicely as the animals went in 
two by two. 

The week before Smart's Cir- 
cus visited Seaburn, Mr. Dewey 
took 30 businessmen over to 
Darlington, accompanied by the 
Mayor and Mayoress of Sunder- 
land, for a preview. 

A four-page supplement re- 
sulted—including 20 pictures. 
For many of these advertisers 
posed with suitable circus back- 
ground, and, of course, paid for 
their own advertisements. 

Here, for example, is an ad- 
vertisement for fish: 


How the ladies love fish! And 
this clown, believe it or not, is 
alady. Mr. Lidgard, of Arthur's 
Oyster Bar, Blandford Street, is 
supplying fish to Smart's Circus, 
next week, at Seaburn. 

That is just one example, Get 
the idea? Here, then, is a prob- 
lem picture. Can you work out 
a good caption? (The Sunder- 
land Echo version is given at 
the end of this article.) 


would be a_ suitable 
caption? 


To illustrate the changes that 
can be rung on this idea here 
are a couple more advertisement 
captions. 

Clowns are hard-working 
circus folk and rely on good 
food for their exhausting job. 


WILTON EVAN 


Prydes Bread is health-giving 

and made undér most hygienic 

conditions. Hundreds of hard 
workers are now turning to 

Prydes Bread. 

Beauty and the beast! This 
Scottish Highland Bull is a 
great circus performer, and 
whilst we are on meaty sub- 
jects—Remember, circus folk 
will eat meat supplied by W. 
Beattie of North Bridge Street 
when in Seaburn. 

A pity there is no room for 
more pictures. They were all 
interesting, and many were 
amusing. So much so that a 
competition was organised for 
picking and placing the best 
three, in order of merit. Prizes 
were 50 free seats. 

Brian Carney, P.R.O. for 
Smarts, and Ronald Smart him- 
self were most enthusiastic and 
co-operative, and expressed 
themselves delighted with the re- 
sults of the tie-up. 


oe o * 


AN EIGHT-PAGE illustrated sup- 
plement marking the fourth cen- 
tenary of the granting of Queen 
Mary's Charter to the Borough 
of Chippenham was published by 
the Wiltshire News. 

Among many historic pictures 
published was the first photo- 
graph ever of the Charter, and 
exclusive photographs of the 
Town Council. 

In gathering material for this 
feature the Wiltshire News staff 
reporter at Chippenham  dis- 
covered another Chippenham— 
a Cambridgeshire village a few 
miles from Newmarket—and ran 
an article, picture and message 
from the chairman of its parish 
council. Incorporated in the illus- 
trations was a map pin-pointing 
the Wiltshire town’s twin sister. 


ok * * 


In suST OVER five weeks the 
Newcastle Journal has produced 
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—continued 


three special supplements total- 
ling 72 tabloid pages. 

The most recent was a 20-page 
motoring supplement. Before 
that was a 32-page Ideal Homes 
supplement (the biggest, and the 
most popular, ever produced by 
the Journal) and the annual 
spring agricultural supplement 
(20 pages). 

* * * 

Have you ever seen the look 
of blank astonishment which 
flits to the face of a butcher 
when some ardent advertisement 
representative says “And our 
sales are A.B.C.” . . . Probably 
he thinks it is something to do 
with a restaurant. 

Some enlightenment is now 
being spread around by the St. 
Helens and District Reporter, 
and Prescot and Huyton Re- 

rter. These papers have pub- 
ished a pamphlet which gives 
their sales figures, and explains 
the A.B.C. quite simply. (For 
the Bureau it is a first-class little 
promotion piece.) 

After explaining that the 
A.BC. is a professional body 
created for the service of buyers 
and sellers of advertising space, 
it makes this case : 

“You, as an advertiser, have 


Arthur R. Dinsdale, advertise- 
ment manager of the “Edgware 
& District Post” series, shows 
Arthur Askey the Boreham 
Wood edition of the “New Look 
Post.” Another separate still of 
Arthur Askey will be screened 
on the local cinema at Boreham 
Wood with the caption “Before 
your very eyes.” Screen time 
for this advertisement has been 
obtained by S. Presbury & Co., 
Ltd. 


Horsham 1696 (3 lines) 
“West Sussex County 
Times.” 


This is how the 
County Times” 
readers to use the 

service. 


“West Sussex 
encourages 
“tele-ad” 


a right to know where your 
money goes—how many people 
will see your advertisement? 
We tell you! 

“No businessman would invest 
money in a company on the 
basis of an unaudited balance 
sheet drawn up without reference 
to the Companies Act. 

“A.B.C. figures are audited and 
drawn up in accordance with 
strict rules and regulations and 
investment by advertisers is thus 
protected by an A.B.C. Certifi- 
cate. These are issued at regu- 
lar six-monthly intervals. 

= ‘incoming’ _ certificate 
sent by the publisher to the 
Bureau is prepared our own 
auditors and certifi by them 
that it is based upon the Bureau 
Audit Form. It is from this 
form that the A.B.C. certificate 
is completed and sent to all 
members of the Bureau. A.B.C. 
certificates are quantitative only, 
and are: (a) authentic; (b) 
uniform; (c) impartial; (d) regu- 
lar and up to date.” 

* * of 


ANSWER to the problem pic- 
ture advertisement. Here is the 
Sunderland Echo caption: 

No job too big.—This elephant 
will never forget being washed 
by Miss Jean Dobbinson, of the 
Grange Laundry, Sunderland. 
This week the Billy Smart happy 
family joins the thousands in 
Sunderland and district using the 
Grange Laundry and dry clean- 
ing services every week, 


..+ Photographic enlargements tell 
the story more effectively than words. 
Ask for details. 


Autotype, Brownlow Rd., W.13 Ealing 2691 


AUTOTYPE> (core 


36 MORTH RD., YORK WAY, LONDON, W.7 
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Review of Poster Advertising 


Tobacco finds 
new twist 


By STUART LEWIS 


HERE IS a _ sameness 
about tobacco advertising 
which defies the forces of 
social change, survives wars 
and is unaffected by artistic 
revolutions. 
From time to time, of course, 
— attempts are made to 
k with tradition; old brands 
are advertised in new ways, not 
always to the benefit of those 
brands. More than once a 
memorable campaign has failed 
hopelessly to increase the sales 
of a not-so-popular cigarette. 
This may or may not be the 
reason why cigarette advertising 
conforms to certain conventions. 
The fact remains that, —w - 
the years, we are shown the 
same A-class men and women 
standing around in foyers, sit- 
ting around at Hunt Balls, con- 
sulting race cards, stepping in 
and out of huge cars and on 
and off yachts. From year to 
year they adopt new fashions in 
clothing, wear different hats and 
slightly different expressions. 
Yet unmistakably they are the 
same old “Smokers of distinc- 
tion” or “People who matter.” 
Similarly, in pipe-tobacco ad- 
vertisements, we seldom lose 


sight of the chaps from the 
“Wide open spaces,” whether 
they be planters, pioneers, or 
merely rugged Englishmen with 
a gun or two and dogs. 


their Cut Golden Bar is as 
unlike conventional tobacco 
advertising as anything I have 


seen. 

Instead of showing the usual 
contented man with his pipe of 
peace, the artist (A. Games) has 
shown a contented pipe of peace. 
By skilfully animating the pipe 
he has given it a distinct look 
of earnest and well-being. 

His placing of the familiar 
yellow label a a band on the 
stem of the pipe is less 
successful. 

Inevitably the label is too 
small to be seen and recognised 
from any reasonable distance, 
and it has been necessary to dis- 

the words “Wills’s Cut 

” in large lettering 

across the foot of the poster. 
Moreover, the style of lettering 


Only the old-fashioned devotees of alcohol, in the opinion of Stuart 


Lewis, could possibly resist such a 
behalf of mil 


pled claim advanced on 


STAND 
FOREMOST 
AND ‘PROVINCES 


FIRST AND 
IN LONDON 


By skilfully 
animating the pipe, 
the artist respon- 
sible for _ this 
poster, A, Games, 
has conveyed an 
impression of en- 
joyment and well- 
being. 


used is not entirely happy. To 
my way of looking it % not 
“belong” to the rest of the 
design and even appears to have 
—_ tacked on as a necessary 
evi 

Nevertheless, this poster may 
have lit something in the tobacco 
world which will not easily be 
put out. It is a beacon in a 
waste land of conformism. 


* * * 


MID the din of the soft drink 

war a new voice is heard. 
It is a moo-ing sound which 
cannot be ignored. In fact the 
original of all soft drinks—milk 
—is reminding us of its true 
identity and suggesting pretty 
strongly that it, and it alone, can 
offer the benefits which value- 
conscious drinkers desire. 

The Milk Marketing Board 
have adopted a_ strong line 
in pitting the claims of the cow 
against those of carbon dioxide. 
In their first poster they portray 
an aggressively milk-conscious 
Norman Wisdom and _ have 
added the words “You'll feel a 
lot better if you drink more 
milk.” It seems to me that only 
the old-fashioned devotees of 
alcohol could possibly resist such 


a powerful claim. 
Needless to say the Pop- 
back, 
their 


merchants are fighting 
although the volume of 
advertising outweighs its quality. 
It is true that Canada Dry are 
aiming to impress their shield 


symbol on the minds of poten- 
tial customers; true also that 


WILLS" 


CUT GOLDEN BAR 


Pepsi-Cola are displa their 
bottle with a nnant ring 
their trade mar But is name 
publicity enough? In_ short, 
where are the product claims of 
yesteryear? 

The fact is that even the 
largest appropriation is no sub- 
stitute for one small but effective 
creative idea. Up to now the 
“New boys” in the “carbonated” 
market have not succeeded in 

@ Continued on page 412 


Is name _ publicity enough? 
Where are the product claims of 
yesteryear? Certainly nowhere 
in this flag-bearing poster. from 
Pepsi-Cola. 


FOR ENTERPRISE 


ORIGINALITY | 


EFFICIENT SERVIC 


G. L. McLELLAN - DIRECTOR 


PRINCIPAL WATFORD SOUTH COAST 


BRANCHES MANCHESTER BIRMINGHAM LEEDS 
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A mistake in National 
POSTER ADVERTISING J 


All National Poster campaigns are better 
when handled by one qualified and ex- 
perienced contractor. That contractor is 
then responsible for the inspection of the 
display, correction of any mistakes, and 
consequent claims for compensation. 
Sheldons, with their 113 years’ e xperience 
of Poster advertising, have skilled inspec- 
tors, whose job it is to see that every 
individual Poster is correctly posted and 
maintained. 

This, and the sound guidance they offer 
in the planning of a campaign, ensures 
that good results can be expected. 


Have you had a copy of “MAKING A 
POSTER”? Application on business note- 
paper will bring you a copy by return. 


SKeldons Itd 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS, 1 


WSS 


DDC’ 


Wes IT 


PREDOMINANT SITES IN MANCHESTER 
AND ITS WEALTHY DORMITORY AREAS 


MANCHESTER POSTER SERVICES Lp. 


27, 29, ot Sesto Seat, Geena, Manchester 2. 
Telephone: BL Ackfriars 9211 (3 lines) 


Our Modern Panels 
Command & Compel 
That “Second Look’ 


PADDINGTON 0166/7 


G. F. KRUSE LIMI 
37 SPRING STREET, W.2 


Pe ae 


One of the new “Perspex” signs which indicates the type of lettering 
now available for neon lighting. 


A wider choice of 
lettering now available 


HE skilful use of “Perspex” 

has given another medium 
for electrical signs and enables 
Claude General Neon Lights 
Ltd. to offer advertisers a wider 
choice of lettering particularly 
for shop fronts. 

Electrical signs have long 
featured trade or brand names 
during darkness. They have done 
this efficiently but with some 
limitations in design. Letter 
forms have been made which 
hide the light source such as 
silhouette and opal fronted 
letters. These are more artistic 
but of reduced contrast. 

The new Claudgen technique 
enables the - maker to copy 
in light what his contemporaries 
in commercial art can produce 
in print. With the “Perspex” 
letters the serif can be correctly 
applied giving a good letter by 
day and night. Contrast, colour 


and brilliance are not the only 
qualities of these new signs. The 
letter character is presented in 
true face value in light. Delicacy 
or boldness of the individual 
letters can be maintained and 
also the full beauty of varying 
letter forms in a layout. 

There is a basic colour cally 
and letter faces can be s 
coloured, In addition, 
the light source, Cleora — 
escent tubing, can be white or 
coloured, trade marks can be well 
reproduced. The equipment for 
the light source can be idden 
so that nothing mars the sign 
by day or night. 

When “Perspex” is used a 
structurally strong letter can be 
made by bending and welding. 
Signs using these letters are —_ 
to maintain since the smoo 
letter faces can be cleaned with 
a damp cloth and there are no 
recesses to trap dust or moisture. 


© REVIEW OF POSTER ADVERTISING —continued 


striking the right note—to say 
nothing of developing the right 


* ok ae 
HE new poster for Nestlé’s 
Cream lags far behind the 

excellent press advertising for 
that product. In conception and 
presentation it is well out of its 
period. It consists of a tin of 
milk crowned with a chef's hat, 
below which appear the words 
“Cook's Delight!” in ugly, anti- 
quated script. 

This seems to me to be a fine 
example of the lack of co- 
ordination between press and 
poster advertising which makes 

or costly, uneconomic promo- 
tion. 


* * 


For am impact the poster 
of the month is the new job 
for Lifebuoy soap. How was- 
this achieved? Simply by using 
an excellent all-over photograph 
of a healthy-looking small boy 
with his sleeves rolled up feeling 
his biceps and looking as though 
the future had for him no 
terrors at all. 
use of large, simple 
photographs is an attention- 
getting device which poster 
advertisers seldom employ. 
Surf, however, are continuing 


Real life photographs are being 


increasingly used in _ poster 
advertising. This is the latest 
issued on behalf of Lifebuoy 
soap. An air of cleanliness and 


healthful vigour is powerfully 
presented. Lintas handle the 
account. 


to demonstrate how effective and 
warmly human good photo- 
graphs can be. 
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This poster for Crown Wallpapers which is now ap, ng on sites 
across the nation was prepared by Osborne-Peacock Co., Ltd., for 
their client, Wall Paper Manufacturers Ltd. 
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Train and ship travel with speed The “Knight and Chatelaine” 
and efficiency is conveyed in this poster which London Press 
poster by Kenneth Bromfield for Exchange Lid. have prepared for 
British Railways, Southern Region. — their client Barclay Perkins Ltd. 


trawel te the 


ISLE of WIGHT 
from London and the Provinces 
hy train and connerting steamers 


rhe aerated NORMANDY & 
se BRITTANY 


Left: The Isle of Wight poster issued by British Railways, Southern 

Region, sets out clearly the rail travel facilities on the island. Right: 

The Continental touch is strong in the new Normandy and Brittany 
poster, also from the Southern Region. 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


‘Miller-Kent’ 
INTERNALLY 


LIGHTED FLOWERS 


Beautiful and in perfect taste. 
Groups in Vases, Flower Pic- 
tures, Sales Display Units. 
Absolutely practical, fully 
guaranteed. 
See examples at Showreoms 
53 Wilton Place, Knightsbridge, $.W.! 
SLO 7865 
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Keep your name 


ABOVE ALL 


with our new 
— andexclusive — 
“STRING ATTACHED’ 


PUBLICITY 
BALLOONS 


Write or phone enquiries 
for large or small 
schemes without delay. 


LEA BRIDGE 
RUBBER 
WORKS LTD 


London Sales Office 
Pathe House, | 33-135 O 
Telephone: GE 


St., London, W. 
ord 6256 


MANGOLDS 
AND 


M.P.G. 


A car is an important 
item to a Farmer and 


Landowner — repairs, 
overhauls and spares 


are all part of the picture 
LEICESTER 
ADVERTISER 


SHOP WINDOW 
of the County-folk 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 


MODERN PUBLICITY SERVICE 
28 PRIESTS BRIDGE, 
UPPER RICHMOND ROAD, $.W.14 
PROmpect 6097. — DAYGLO PRINTERS 


Potentee Producer A.}. MILLER, Hartlip, Kent 
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agency handling the “Drink more milk” 


High speed agency work 
brought home the milk 


To achieve the results now widely visible across the nation the 


campaign had to work 


fast at all levels, An account of the activity involved is given here. 


WHEN, on April 1, the five 
Milk Marketing Boards 
went back into business, two 
of them—the England and 
Wales, and the Scottish—an- 
nounced the formation of 
publicity councils, to spend 
some £300,000 this year on a 
national advertising campaign 
for milk and cream. 
agency selected, Mather & 
Crowther Ltd., had barely 
three weeks to lay its plans in 
order to catch the “milk flush” 
season (with reduced prices). 

The first — 2- objective 
is to restore milk consumption 
in this country to the high level 
it reached three years ago: to 
sell one extra pint per family 
per week, 

Market research, merchandis- 

g, media and creative depart- 
ments worked at top speed to 
achieve the results visible 
throughout the country a short 
time afterwards. The campaign 
itself is guided by a market sur- 
vey which Mather & Crowther 
recently conducted. 


The slogan, “You'll feel a lot 
better if you drink more milk,” 
was chosen for its obvious virtues 
of sincerity and _ self-evident 
truth. It is a slogan which does 
not depend on an injunction but 
contains a promise of interest to 
everyone. Copy underlines the 
fact that milk is a_perfectl 
balanced food in itself, that it 
is needed by grown-ups as well 
as by children, that it is the 
ideal food around which to base 


Two series of posters and 
signs, featuring Norman Wisdom 
and Zoé Newton, - 18-year- 
old blende model, are already 
familiar on sites over the whole 
country. Press advertisements, 
using an interesting photographic 
treatment of “before-and-after” 
doubles, are appearing in 
national and provincial news- 
papers, and weekly and 
monthly magazines. In London 
and Greater London, these are 
being supported by posters on 
underground railways, suburban 
railway stations, and by bus sides 


and double fronts on trolley 
buses. In the provinces, bus 
sides will be used still more 
widely. Filmlets of 15-second 
duration and linking up with the 
press and poster campaigns are 
being shown in selected cinemas 
—ABC, Gaumont, Granada, 
Odeon and independents. 


This is by no means Mather 
& Crowther’s first experience of 
handling advertising for statutory 
and semi-statutory authorities; 
the agency initiated and carried 
through the “Eat More Fruit” 
campaign of 1923 and after- 
wards—which doubled the con- 
sumption of fruit in the United 
Kingdom in three years. Again, 
as advertising agents to the 


Authority, the National Coal 
Board, The Tomato and Cucum- 
ber Marketing Board and the 
White Fish Authority. 


9 NATIONAL 


3 


Mee Se aS 


National Benzole are using this poster, produced by London 

Press Exchange Ltd., to tie in with the “National Heritage” press 

series of advertisements. The aim of the scheme is to encourage 
motorists to travel more. 
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best planned 


direct mail 
campaign Awarded by the 
, PL! SE y 


of a BRITISH DIRECT MAIL 
1053 aaa ADVERTISING ASSOCIATION* 


to 


THE 
CHADWICK 


7 
“| BEA 


"PY 7% BR 
Baa:., @ 


The fourth consecutive year in which our clients 
e have won premier awards in the Association's 
Once again ——— 


the highest award in Direct Mail Advertising goes to a user of the planning 
and production services of the FACSIMILE LETTER PRINTING CO. LTD. 
Last year the Chadwick Cup was won by Remington Rand Limited whose 


campaign was planned by our creative partners THE DIRECT MAIL CENTRE 
and, of course, produced by ourselves. 


FACSIMILE sikwoon sr Ko ise sor 


Hop 201s 


THE DIRECT MAIL CENTRE 6 GRAY’S INN ROAD, HOLBORN, 


i CHAncery 6778 


combined to provide 


THE OUTSTANDING DIRECT MAIL PRODUCTION SERVICE 
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Announcing 


a NEW Photographic Monthly 
with a real Sales Plus— 


POPULA 
PHOTOGRAPHY 


Britain's furst large size Photographic 


Magazine with a 


FULL COLOUR 


Section every month 


We let issue September % Price: 2s. 6d. monthly 


A dominating new medium through which to reach the British 

camera enthusiast. The t is on COLOUR for both readers 

and advertisers—advertisement space available in two, three or 
four colours and in black and white. 


Specimen copies and full rate details from the Advertisement Managers: — 


Magazine Advertising 


244, Salisbury Square House, Fleet Street, London, E.C.4. 
Ring CENeral 1152/3 


-to stage a full 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. If your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


~ Mechanieal World 


ENCINEE RING RECORD 


—= AND 


Published monthly in London and Manchester 


Emmott & Co.Led., 50 Temple Chambers, Temple Avenue, E.C.4 
Manchester Office: 3! King Street West, 3 


PHOTOPRINTING © 
ON GLASS 


ORDER YOUR 
CHRISTMAS GIFTS EARLY 


DISTINCTIVE ADVERTISING GIFTS FOR 
EXECUTIVES’ DESKS 
PAPERWEIGHTS « GLASS ASHTRAYS - DESK 


GLASS 
PEN HOLDERS - ROCKER BLOTTERS - PERPETUAL 
CALENDARS 


Bend for Prices from 4/- to 10/- including Purchase Tax 
Ubastrated catalogue — NOVOLOR LTD. 
4 Avenue, London, E. 


C3 
Tel: ROY AL 828 (three lines) 


ADVERTISING MIRROR MANUFACTURERS 
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How to demonstrate a 
tractor repair service 


Convincing the local and 


press of the speed and 


efficiency of a repair service vital to farmers is perhaps no easy 
assignment. This is an account of how one firm did it. 


N EXAMPLE of successful 
co-operation in press re- 
lations between agency, client 
and P.R.O. was illustrated 
recently when a firm of tractor 
agents staged a demonstration 
of their field service system for 
tractors supplied by them, 
before invited members of 
agricultural and local press. 
Original idea behind the 
demonstration was to provide 
material for an article in Bow- 
plant, house organ of Bowmaker 
(Plant) Ltd., of Willenhall, Staffs, 
agents in the Midlands, Wales 
and the South-West for the 
Caterpillar Tractor Company of 
America. 


Full press demonstration 


After discussion between the 
client, the agency, S. D. Toon 
& Heath Lid, of Solihull, 
and P.R.O., George Bartram, 
of Birmingham, it was decided 
press demon- 
stration with the subsequent 
reports in the various journals 
being the main subject and the 
house organ article being the 
secondary consideration. 

All the farming and contract- 
ing journals were contacted with 
a view to sending representatives. 
Newspapers in the immediate 
locality were also invited. Five 
papers sent their own corre- 
spondents including four from 
London; 15 other papers asked 
for a report and pictures to be 
sent following the demonstra- 
tion. Many other papers were 
circulated with the story. 

The difficulty in a demonstra- 
tion of this nature lay in the 


fact that although some pre- 
liminary work could be fmt 
by Bowmaker (Plant) Ltd. 
before the demonstration, the 
element of surprise had to be 
maintained in order that the 
press could give a fair and 
honest report on the efficiency 
of the system. The demonstra- 
tion was actually worked in this 
manner. 


Tractors needing service 


A day or two before the actual 
event, a Worcester farmer and 
contractor, Frank Gill, was con- 
tacted and asked whether any 
of his Caterpillar tractors needed 
servicing. When he said they 
did the general service manager, 
K. D. MecGregor-Bowron, took 
over and made sure that a field 
service van was available for the 
demonstration. 


That was all the preliminary 
work arranged; from that 
point on the demonstration 
had to continue on its own 
merits. 

On the day, visiting journalists 
were met at their hotel by 
McGregor-Bowron, L. Brash, 
general manager of Toon and 
Heath Ltd., and George Bartram. 
The party then drove out to 
Frank Gill's farm where a call 
was put through to the Willen- 
hall depot, asking for a field 
service team to be sent to a field 
near Tardebigg, Redditch, A 
photographer with the party took 
pictures of the farmer making 
the call and another photo- 
grapher was at Willenhall! taking 
pictures of the call coming 


@ Continued on page 417 


Present at the demonstration were, left to right: Thomas Gilling of 


“Farmer's Weekly” 


; Keith Venner of “Power Farmer’; L. B. B 


rash, 


general manager of S. D. Toon & Heath Litd.; J. Beskine of 


“Mechanical Handling’; 
Machinery Journal” ; 


D. Roy Mills, 


editor of “Agricultural 


K. McGregor-Bowron, general service manager 
of Bowmaker (Plant) Litd., and George Bartram, the firm's P.R.O. 
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through and the van loading. 

Everything was timed, and 
following the call from _ the 
farmer, the party travelled to 
Tardebigg, 18 miles away, where 
the actual tractor was working. 
The farmer had stated that a new 
sprocket was required on a 
Caterpillar D4 tractor at the 
Tardebigg site. The first indica- 
tion at Willenhall of what was 
required was not known until 
the call came through. This 
meant that a certain routine had 
to be carried out at the depot 
before that van could leave— 
collection of spares and tools 
from the stores, briefing the 
team, loading up, etc. If the 
department had known details 
beforehand there was a strong 
possibility that this work would 
have been carried out in ad- 
vance. This chance could not 
be taken by the organisers. 


The Dunmow 
Flitch jury—com- 
plete with Tam- 
bourine sandals by 
Brevitt. Also, left 
to right, are Cecil 
Hunt, Val Gielgud 
(counsel for the 
bacon), and Sir 
Compton Macken- 
zie (the judge). 


The original call was not too 
specific regarding the route to be 
taken and this fact impressed the 
journalists. It meant that the 
driver of the van was faced with 
one of the normal hazards of 
this service—insufficient direc- 
tions. The team eventually 
arrived at the site some two and 
a half hours later, a distance of 
48 miles with several stops to 
check on their location. Photo- 
graphs were then taken of the 
team working on the tractor and 
again this work was timed. 


Trial Sandals 


HEN the Dunmow Filitch 

trial took place this year the 
public relations department of 
Brevitt Shoes Ltd., saw that the 
lady members of ‘the jury were 
fitted out with Brevitt Tam- 
bourine Sandals. 
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Ad Man's Bookshelf 


The gentle art of letting 
the world go by 


Retire And Enjoy It, by Cecil 
Chisholm, published by Phanix House, 

HIS IS a no-nonsense book. 

The author does not advise 
the prospective “retiree” to 
free himself from earthly 
desires, practise Yoga, and live 
on fruit juice. After all, he 
wants you to enjoy your retire- 
ment. As one who has retired 
twice (first time a failure!) he 
believes that one should plan 
for retirement and taper off 
gradually. 

Do you wish, on retirement 
to know your expectation of 
life? This book will tell you. 
How to supplement your in- 
come? Here are 43 ways, with 
details of how to start, qualifica- 
tions and training needed, 
necessary equipment, and pos- 
sible earnings. 

How to make your money go 
further? Here is a selection of 
tested budgets. What enjoyable 
hobby to pursue? Mr. Chisholm 
lists 73, from beetle collecting 
to prison-visiting, from puppetry 
to astronomy, and tells you how 


to go about them and what 
books to read. There are even 
maps and an appendix to tell 
you about the population, soil, 
sunshine, rainfall, death rate 
contours, climate and rates of 
the town that may suit your 
retirement. 

One reads this book ~— 
growing respect. “ 
meet a long-felt need” is an - 4 
worked phrase, but this book 
really deserves it. M. HH. 


* 

Logging 

The Motor Boat and Yachting Log- 
Book, Temple Press Lid,, 12s, 6d. 

HIS IS the first log- -book to 
be designed specially for use 
by owners of motor cruisers and 
auxiliary-engined craft. Pub- 
lished in association with the 
Motor Boat and Yachting 
monthly this new book provides 
for recording full particulars of 
the owner's craft, including per- 
formance figures ‘and @ complete 

inventory of equipment, 
The book is bound in water- 
proof cloth boards. 


Winners of the Ridow Cup— 
the supreme award for 
Silk Screen Printing for 1963. 


SILK-SCREEN PRINTING 


Al 


re 


+ LITHOGRAPHIC 


PRINTING 


* ART STUDIO - 


. H. ave you hear d « + « about 4 colour half-tone silk screen printing ? 
Another ‘ jump ahead’ in technique... 


% ideal for the awkward colour job, 


PRINT PROCESSES LTD 


126-126A HOXTON STREET, LONDON, W.I 
SHOREDITCH 5041-5 (five lines) 


MULTIPLE AND SINGLE DISPLAYS + EXHIBITION STANDS 


— - = — 7 oa *, 4 gon’ , . - ae 2 eae i 1, 
aaa. of : 7 
ie —— — 
” | 
| - ee 
7 | 
Pe 
| 2 a 5 Pa ’ ; 
7 g 4 ie 
* . ot en. ol 4 
or jee z. A 
———s lt | 
¥ a 7 J ; as J 
Means | igs at 
a fi : | 
a 
. — , 
ee ” 
re 
ee ‘ 
a) a we | 
4 16 
= . vise $ Wig 
| __e ‘ An \ 
, ‘ 
ee 
.. 
a 


“u 
i. 
ie 


D. M. Harris 
Nabis in the borrowed Auster in 
which they flew here from India. 


THEY FLEW FROM i 
CALCUTTA 


One oF those adventurous 
achievements which turn me green 
with envy has recently been brought WwW 
to a successful conclusion by two aeey. 
advertising Douglas M. 
advertisement manager of 
The Statesman, 
Narendra Nath 


account 


ADVERTISER'S WEEKLY 


executive of The Press 
Syndicate Litd., 
This was nothing less than a flight 
in a borrowed Auster plane, with 


he joined the R.A.F. in India and 
for a while was an _ instructor 
attached to the Indian Air Force, 
at Secunderabad. Later, seconded 


months’ leave. 
Smith, of 


6. ee Keith & » Se Indian 
ia hn + Dy who intro- 
(pilot) and N. N. duced me to Mr. Nabis. He 
impresses me as being a far-sighted 
oung man with plenty of ideas. 
The incipal purpose of his journey 
_ to visit Philips Electrical 
Eindhoven and _ elsewhere. 
Philips, who are a Press Syndicate 
account, are celebrating their 25th 
ear in India. In London Mr. 
abis has been spendin, 5 Lag 5 —>4 
with Philips’ agents re, 


* ” * 

ON Thursday evening I met an 
Calcutta, and alligator. 

Nabis, who is senior No ordinary alligator, though. 
Apart from being nine months old 
and rather sleepy after gorging him- 
self earlier in the day on a dead 
bird, he was on view in a pond in 


the Calcutta agency. 


Mr. Harris as pilot and Mr. Nabis the garden of Edward ulton’s 


as navigator, 
here, by way of Karachi, the 


Persian 


France. 


Mr. Harris's acronautical cr 


from Calcutta to house. His owner was Cambridge 
undergraduate J Stevens, a 


ulf, Iraq, Jordan, Leba- nephew of Mr, Hulton’s, and his 
non, Cyprus, 


Greece, Italy and name—the alligator, of course— 
was 


Why Cameo? Mr. Stevens is a 


eden- 
tials inspire confidence. In 1940 co-editor of a new Cambridge 


DISPLAY & SELF-SERVICE U 


" CHLoRoPHYL 
Wr roorneastt 


For display, self-service units and advertising models 
of unique design and reasonable in price use WINSTON 
CLARK STUDIOS’ “Idea to Distribution” service. 
This service includes creating the original idea, manu- 
facture and distribution. 


Niustrated is a Display & Self-service unit designed for M 
Toothpaste. 


THE WINSTON CLARK STUDIOS LTD. 

4 Old Burlington Street, London, W.! 

Tel.: REGent 1191. GROsvenor 7916 
WORKS: WIMBLEDON, S.W. 


magazine called Cameo—a monthly 
in term-time—and Thursday even- 
ing was chosen to introduce Cameo 
and Cameo to their appreciative and 
apprehensive publics respectively. 

OME Stevens and 7. co-editors. 

David Bolton, David David 
Spanier and Viscount by 
expect to lose financially over the 
first few issues of their brain-child. 
Their first 92-page issue carried 
only three pages of advertisements, 
but they expect to be in a more 
favourable position within two or 

more issucs. 

Mr. Hulton’s house was lent for 
the launching party—with Voice and 
Vision Ltd. in charge of the press 
arrangements—and some well- 
known feature writers contributed 
articles to back the varied writings 
of undergraduates. 

Mr. Stevens, being natur 
rather vague about what one f 
to an alligator, rang the pets de- 
partment of a leading London 
store. “What do alligators eat?” 
said a disembodied but by no means 
perturbed voice. “Feed it a human 
child and it should be quite happy 
for six months.” 


C. S. Jackson, assistant production 

manager of Cavendish Publicit 

Service, is ~ author of this novel, 

and W. A. the agency's art 

director, oo the dust cover. 

Eyre and Spottiswoode will publish 
the book, in July. 


Brighter Britain 


EMPORTANT work that deserves 
greater recognition is being done by 
the Apparel and Fashion Industries 
Association in trying to make our 
quay a brighter and more attrac- 
tive place for all people, Britons 
and visitors, who can appreciate 
gracious living, with the entertain- 

ment, food and clothes that go with 
it. The Association is trying to get 
the co-operation of other bodies 
connected with clothing, textiles, 
food and wine, theatres, and so 
forth, to formulate an all-out pub- 
licity campaign with this noble end 
in view. 

The other day I was having a 
talk with Henry Scott, president tor 
the second time) of the Association 
and managing director of Mercia 
Couture, the wholesale model 
house. After I had commended 
the Sunday Express article in which 
Beverley Baxter deprecated our 
present-day drabness, Mr. Scoit 
showed me a Mercia advertisement 
which, as far back as 1938, was 
attacking dress laziness. 
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TO LIVE ON AN 
ISLAND 


ALMOST all of us, 1 suppose, 
have at some time thought how 
nice it would 


time the resi- 
dence of Lord Rothermere, Glen 
Island is a lovely old house with 
magnificent gardens sloping down 
to the river's edge. Mr. Brunning 
is an enthusiastic gardener and has 
done a considerable amount 
of sailing. He hopes that looking 
after an advertising agen and 
other business interests will still 
leave some spare time for both 
activities, 


Jubilee parade 


Six months’ voluntary work as 
hon. editor, designer and production 
supervisor of the printed programme 
for the forthcomi R.N.V.R. 
Jubilee Review to be held on June 
12 on Horse Guards Parade has 
- been completed by Jock 
ennant, a senior desi with 
Foote, Cone & Belding Ltd. This 
ogramme represents a departure 
rom the rather “official” formats 
normally used on such occasions, 
and r. Tennant bears witness 
of any Admiralty 
red tape in the whole Review pro- 
ow ae operation, for which he 
the supporting facilities . 
F.C.B. at dis As 
lieutenant he served in the R.N.V. R 
not only in wartime in_ mine- 
sweepers but also —"¥ 1947 oa 
he was demobilised), putting 
some 80 “drills” _ a fortnight's 
training each year, latterly in com- 
mand a motor minesweeper. 
Several thousand advance copi 
of the Review programme—which 
contains some drawings specially 
done by Mr. Tennant—have already 
been pe my A and 10 special — 
have also been prepared for 
Majesty the Queen and the Duke 


of Edinburgh. 

On May 28, Lieut. Tennant, 
R.N.V.R., will take part in a week- 
end’s sea trials a@ new motor 
minesweeper, H.M.S. “Thames.” 


Contact 


WEEKS WISECRACK 
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an increase of | } 
= ; 
in twelve months ' 


* 
ABC Sale 


JULY/DEC. 1952 182,761 


ee JULY/DEC. 1953 230,019 


1/34. Monthly 
the world’s top film magazine | 
£140 per page — 12/2 per page per 1,000 


A. H. McISAAC - ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD - 8/10 TEMPLE AVENUE - LONDON EC4 ~ CENTRAL 3514 
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Publications News and Notes 


Giving them a 
good write-up 


At the recent conference of the 
Incorporated National Federation 
of Boot Trades’ Associations which 
represents both shoe repairers and 
retailers in Great Britain, Shoe and 
Leather News sent a letter to every 
delegate expressing good wishes for 

conference and congratulations 
to the B.T.A. on attaining its 

den jubilee. Accompanying the 

ter was a ball-point pen and a 
miniature oom “ the , 


The ph une of "The Milk 

includes a complete survey 

of the first stage of the milk “7 
licity campaign being handled 

Mather & Crowther Ltd. Detail 

of the number of posters and 

cinemas being used in each area are 


aK * ok 
Passenger Transport has _ intro- 
duced a new front cover to coincide 
with the Public Transport Associa- 
tion conference this week. It 
incorporates bus tickets in a colour- 
ful ensemble. 133-screen literary 
blocks are now also being used. 
ok ok aK 
The Associated Iliffe Press jewel 
Wireless and Electrical 
which resumed weekly publication 
a year ago after an enforced period 
as a fortnightly due to paper ration- 
ing, state that the average number 
copies printed weekly during the 
six-month riod ended February 
28 was 12,521. Net sales for the 
period averaged 11,653 copies. 
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Last Thursday marked the 25th 
anniversary of the first issue of the 
West Lancashire E Gazette. 
— a“ pictorial features in a 

ial eight-page supplement re- 
vowed the past 25 years on the 
Fylde coast. 
a * * 

After 12 issues the monthly Pig 
~——— ¥ claims a_ circulation 
approaching 50,000. Average size 

= te issues has been 52 pages, 
the average number of pages 
devoted to advertisements has been 


nd ok oe 
A oy 8 ma, Was 
~~ 


Cycling, 
launched in Se Edinburgh hes J. 
Arthur, of George Street. 
x * * 
An _ estimated total of 7,000 
ple visited the exhibition featur- 
ing the history of F.A. Cup-winners 
West Bromwich Albion, at the local 
branch office of the Birmingham 
Gazette. 
oe ot ok 
The May issue of Public Service, 
the official ioomal of the National 
and Local Government Officers’ 
Association, carried the first double- 
ge spread in the journal's history. 
t was an advertisement for Kraft 
margarine, paced by the J. Walter 
Thompson Co., 


ok oh ak 
A four- teats issued by 


anagement, 
Trafalgar Press Ltd., 


blished 

ists a year's expenditure on items 
of hospital maintenance, in England 
and Wales. 


comprising... 


21/- 


PER COLUMN INCH 


MEALHOUSE LANE 
BOLTON LANCS. 


Telephone: Boiton 1993 
Advert. Manager: Wm, Sheppard 


Lancashire 
Journal Series 


Bolton Journal & Guardian 
Farnworth & Worsley Journal 
Leigh, Tyldesley & Atherton Journal 
Eccles & Patricroft Journal 
Swinton & Pendlebury Journal 
Horwich & Westhoughton Journal 
@ The fact that so many Local and National Advertiser” 
use and have continued to use for many years the 


columns of these six Weekly Newspapers proves their 
value as to pulling power. 


@ The area of circulation is in an important area of 
South-East Lancashire where the 
spend ng spend it freely. 

@ Place YOUR advertisements in these Newspapers 
and increase your sales in the area they cover. 


TILLOTSONS NEWSPAPERS LTD. 


people have money to 


A.B.C, Net Weekly Sale 
(Jan.—Dec., 1953) 


85,262 


6, ARLINGTON ST. 
LONDON S.W.1 


Telephone: GRO. 5220 
London Manager: C. A. Miles 


The June 
features summer suits and dresses. 
EA 


issue of 


Vanity Fair 


Ed oa 
The Times W: 
May 20 will incl 
illustrated Survey of 
Ireland. 


ca ak * 

The Photographic Dealers’ As- 
sociation journal which has been 
published regularly since 1921 has 
enlarged its format to crown quarto 
and is changing its name to the 

phic Retailer. 


Review of 
a 
Nort 


ok 

East Africa and Rhodesia is to 
publish a special Uganda Number, 
which will not merely give a com- 
prehensive illustrated coverage of 
the Royal visit, but an authoritative 
survey of Uganda. 

a x * 
June _ issue 


of M 
Handling (Associated Iliffe 


Press) 
will be a special number preview- 
ing the Fourth Mechanical Handling 


Exhibition end Convention which 
this journal is organising at Olympia 
from June 9 to 19 

* ae 


Another 


ok 
special issue of The 
devoted to Canada's 
aircraft industry, will be published 
by —— Press on ae 4. 


* 
The oun 12 issue of Everybody's 
will feature a ar “wal s 1 section. 
ot 


Two issues a The 
» on June 4 and 11, will be 
mechanical handling and specialised 
po transport numbers respec- 
tively 


ak ok ok 
The June issue of and 
is celebrating first 


anniversary of the Coronation with 
a special feature giving the techni- 

cal details of the Coronation 

lighting. * * * 

The German printing magazine 
Polygraph, of 


Der. Frankfurt, is 
publishing four special issues to 
cover the International Exhibition 


of Printing and Paper at 
dorf, | 15 to W. 
* a 

poe? represented at the 
Antique Dealers’ Fair and Exhibi- 
tion in the Great Hall of Grosvenor 
House, Park Lane, W.1, from June 
9 to 24, are the Antique Collector, 
jain Dealer Collector's 
Guide, Apollo Magazine, The Con- 

and Country Life. 
a * * 

Prizes to the value of nearly £70 
are being offered in a bowls tourna- 
ment promoted by the Rochdale 
Observer. 


ak 5 OK 

Bonney & David Ltd., public 
relations consultants, have ‘designed 
and produced a brochure, 
as a public relations link between 
Mr. Hutton of Oxford Street, and 
fashion-conscious women. It will 
be published four times a year. 


Association 
notices that it will take out sum- 
monses in cases where needleloom 
carpeting is advertised as having 
a “pile. 

. * _ 

C. Buttrey, copywriter with 
Osborne-Peacock Ltd., Manchester, 
recently gave a talk in the Woman’s 
Hour, Light Programme, on the way 
creative men produce their ideas. 
He said they had to get these ideas 
past not merely the client, but often 
their woe = on - well. 


Things "To Do “with Soft Drinks 
is the title of a recipe book pre- 
pared for Idris Ltd. by TV cookery 
expert ee — 

7 


Henry "Cotten will aabside the 
silver division final of the 

women’s golf tournament on the 
afternoon Nos cae X 27 at eae. 


First ad of Cop dex "News has 
been sent by the nP Manu- 
facturing Co., Ltd., to some 10,000 
retailers of their adhesive. 


TV will boost ads 


A. C. Duncan, chairman of 
Odhams Press, told trade unionists 
at Watford: “Commercial television 
will stimulate the desire and scope 
of eeverteng, which will be a 

or 


good thing all our publica- 
. 7 
R. A. Paget-Cooke, chairman of 


the council of the Institute of Pub- 
lic Relations, gave the opening 
talk on Monday at ,& course on 
“Spreading the news” held by the 
Federation of Women’s Institutes, 
at seer y ar a Bucks. 

* 


Heavy ‘ones + supported 
by extensive financial advertising 
was given last week to the launch- 
ing of £1 million cumulative prefer- 
ence shares for Cyril Lord Ltd. 
The new shares were announced 
at a press party organised by Voice - 
and Vision Ltd. at the Harley 
Street, | am Offices of Cyril 


Lord L 
Local preference 
If Watford Corporation provide 
litter bins with advertisements, they 
would prefer to let the advertising 
rights to local traders rather than 
to an agency. 
- * * 
Commercial television is “ 
deplored” in a report by the Churc’ 
of —s Ce. - ‘ 


. A Harold criti an 
Peete & Batley Billposting Co.. 


resented an inscribed 
old = wrist watch to Willie 
rooke, foreman  billposter, in 


recognition of his 40 years’ service 
with the firm. 
* 


* * 
Leeds Regional Hospital Board 
is suggesting to a overnment 


inquiry into Health Service costs 
that a centrally issued pamphlet 
should be used to advertise hospital 
staff vacancies. 
+ * * 
“Making Known" was the subject 
of W. Leonard Hill’s address as 
chairman to the annual meeting of 
the agricultural group of the Society 
of mical Industry on Tuesday. 
- 7 * 
Lidstone Advertising Service, of 
Devonport, have successfully ap- 
— against the refusal of the 
mouth Corporation to allow a 
poster hoar at a site in Catte- 
down Road, Plymouth. 
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ROYAL TOUR 
PHOTOGRAPHS 
AND 
ILFORD HP3 


All the press pictures of the Royal Tour were taken on 
ILFORD HP3. So were the pictures reproduced in the 
special Royal Tour Supplement of THE Times, and other 
newspapers. So, too, were the pictures in THE TIMES 
Exhibition of Photographs of the Royal Tour on show 
in the Art Gallery at Guildhall, London, until June §th. 


All this adds up to a simple maxim for every photo- 
grapher — choose the film the press men use ! 


YOU CAN'T GO WRONG WITH ILFORD HP3 
YOU'LL GET A RIGHT ROYAL PICTURE EVERY TIME 


ILFORD LIMITED + ILFORD + LONDON 
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Current Advertising 


Lytle’s get third Ever-Ready blade 


Energen extend 
local campaigns 


During June, Energen Foods Co., 
Lid., will ‘conduct a local drive 
for Ener starch-reduced rolls 
and breakfast flakes in North 
Wales and Cheshire. A full-size 


of Ener breakfast 
will be ered to pur- 
chasers of a box of gen 


Advertisements announcing ee 
exchange by — “wil ap ppeat 8 


in a large number 
way papers _— B the 


Retailers will be supplied with re- 
advertisements carry- 
ing Se gowpen, sogetbes = a 
special © for counter dis- 
play, aad other point-of-sale 
material includes a window 
display unit, showcards and 
crowners. 


“Sane Slimming” is the theme of the 
advertising and display material. 
From June 21 to July 17 a similar 
campaign will be conducted in 
the East Riding, Lincolnshire and 
Rutlandshire, Other local cam- 
patens over the past 18 months 
ve proved so successful that 
Energen Foods have decided to 
extend their original programme 
until the whole country has been 
covered. The agents are The 
General Advertising Co., Lid. 


| ae Fae F Lid., 


There’s bay rum in 
the Keg 


sy advertising is planned 
by J. & J. Field Ltd. to launch 

a new Sf cream called Keg. 

S has been booked in national 
daily and Sunday aan age em 
pm and an extensive 
pemee newspapers as well as the 
tra press. Greenlys Lid. are 
handling the account. 

The new hair cream has a bay 


London launching 


for Deodorant 


Introductory deodorant breaks to-day 
new cream deodora 


pers. 
The of the product is 
Etiquet ‘which is being panne 
Lehn & Fink Products Ltd. 
rade press advertising is also being 
used, asius & Fergusson Ltd. are 


Create 


a teen-age habit 
for your product, 
Advertise in 


DANCE NEWS 


The World’s largest Dance Newspaper 


THERE ARE 200,000,000 DANCE 
ATTENDANCES PER ANNUM IN 


GREAT BRITAIN. , 


FOR COSMETICS + APPAREL 
FASHIONS + STOCKINGS + TOBACCO 


BEVERAGES ETC, 


Advertisement Manager - L. HALL 
Telephon — WATerleo 3766-7. 8 


76, SOUTHWARK STREET, LONDON, S8.E.1 
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CURRENT ADVERTISING AT A GLANCE 


Accounts 


& SONS LTD. for 


MANFIELD 
the J. Walter Thompson Co., 


Ltd., as from October 1 


SUN TANG ORANGE JUICE, 
made by Barnett & Foster Ltd., 
for Allardyce Palmer Ltd. Cam- 
paign using London evenings, 
provincials and later women's 
journals. 


BROOKS, THOMAS & CO., LTD. 
(Dublin), builders mer (press 
and bus posters), Ruberoid—sole 
concessionaires in Republic of 
Ireland: Irish Roofing Contrac- 
tors a and trade 
journals), Marian Fashions, 
retail fashion salon (press adver- 
tising) for O’Keeffe’s Advertising 
Service Ltd., Dublin. 


ACATOS & CO., importers, and 
Thames House Co. 
per merchants, for Howar 
anton Ltd. Both accounts using 
trade press. 


CLIPPER LINE CRUISES for 
Mayfair Advertising Ltd., using 
national dailies and Sundays, pro- 
vincial newspapers and travel 
trade jou 


a HAIR CREAM, made by 
Cc. & 4J. Field Ltd., for 
Rivdie Ltd. Introductory cam- 
ign using national dailies and 
ndays, provincials, national 
magazines and trade press. 


MENLEY & JAMES LTD., over- 
seas account for Export Adver- 
tising Service Ltd. Consumer 
campaigns planned for lodex in 
Hong Kong, a 
West Africa, 

Trinidad. 


NORCLO men’s wear jon) Lid 
Northern Clothing “Shildon) 
ov. & 
Campaign aa + o— 
trade press. 


SOUTHERN GAS BOARD for 
Dorland Advertising Ltd. Ex- 
tensive advertising starting almost 
immediately. 


RUBBER LATEX LTD. for Donald 
Macdonald (Advertising) Ltd. 
(Manchester). 


B. & R. SUTIN, wholesale couture 
house, press relations account for 
Betty Rodway. 

HIGH PRESSURE COM- 
PONENTS LTD., makers of 

hose couplings, assemblies and 

high i couplings used in 
aircraft, for Clark Matthew 

Business Promotion Organisation. 


MOTHAKS using national and 
trade press “(anéen Press Ex- 
change Ltd.). 


WINDOLENE space sizes being 
increased in national newspapers 
for summer campaign (the 

J. Walter Thompson Co., Ltd.). 


PIVER PERFUME using national 
magazines, screen advertising and 
=e press (D. J. Keymer & Co., 

td.) 


PETS DOG FOOD using national 
daily and Sunday newspapers, 
London evenings, national mp if 
zines and trade err —— 

Hirst (Advertising) L 


a ee NYLONS, made by 
Bradmola Mills Ltd., Co. Dublin, 


using national press, bus posters, 
Radio Eireann and Technicolor 
filmlet (O’Keeffe’s Advertising 
Service Ltd., Dublin 


dyers, using press, 
and filmlet (O’Keeffe’s Advertis- 
ing Service Ltd., Dublin.). 
SIFTA SALT using national and 
trade press ( Advertising 
ice Ltd). 


COOKS OF ST. PAUL’S using 
national and provincial news- 
papers and tra ress for big 
autumn promotion Press 
Exchange Ltd.). 

SETRIGHT REGISTERS LTD. 
using full _ in trade press 
(Downtons 

REMINGTON OFFICE TYPE- 
WRITER using national dailies, 
provincial mornings, business 
magazines, and — crown and 


tube posters underground 
Stations and wales (G. Street & 
Co., Ltd.). 

ENERGEN using local in 


press 
North Wales, Cheshire, East 
aane, Lincolnshire, Rutlandshire 

other areas later (The 
| Advertising Co., Ltd.). 


ETIQUET, new deodoran 
=~ —a- by Let Lehn & Fink 
Products Ltd. using London 
evening newspapers and trade 
press (Masius & Fergusson Ltd.). 


PLATIGNUM PENS using whole 
in Week-end Mail, Reveille. 
John Bull, Tit-Bits, Radio Times 
—s other large spaces in national 
papers (Gordon & Gotch 
(Advertising) Ltd.). 


ROTARY HOES LTD. using half- 
page The Times and other spaces 
im Daily Telegraph and_ class 


ma, (Larder & Stevens 
Ltd.). 
VACCO national! 


dailies, Sanders, provincial and 
pee press (D mer & Co., 


LANCOME (ENGLAND) LTD., 
cosmetics, perfume and beauty 
treatments, using women's maga- 
zines and class publications 
ee and = Associates 
t 


WOOLWORTHS using national 
dailies, London evenings and pro- 
vincials (Walter Judd Ltd.). 


Converts BRUSHLESS SHAV- 
ING CREAM using national! and 
trade press (Greenlys Ltd.). 


New vacuum flask with 


room for the milk 
A new type of vacuum flask with 
a separate milk which fits in 
a screw-in K emmy is being intro- 
duced by Vacco Ltd: 
Powerful advertising has been 
lanned at the agents, D, J. 
Keymer & Co., Ltd., using national! 
provincial newspapers and 
press. 


Radian massage cream 


Advertising for Radian massage 
cream and liniment is handled 
by S. C. Peacock Lid. and not 
Lovell and Rupert Curtis Ltd. as 
stated last week. 


® More Current Advertising 
on page 425 


a ee ae — Ms — am 
i Be ” Oe ee 
ee = Fe 
| aa et who recently PRESCOTTS, Dublin, cleaners and 
ppom handle the 
7. fy sae Lee ms for Star Double- 
eis a and Radio Gold 
21 have now been appointed 
ee for the Personna account. Three 
ae) | of the four blades in the Ever- 
j Ready group are now handled by 
& . star pe 
: rum Dase and 1s being marketed in ® 
RS a keg-shaped pack. 
- 2 | 
\ — a 
ath, 
| | Be 
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£100 


in glamorous prizes 
including the ensemble and 
accessories shown in the pic- 
ture, is offered to the lucky 
girl who is acclaimed Miss 
Heiress 1954. A searching 
questionnaire in the August 
HEIRESS will assist a panel 
of judges in choosing Britain’s 
typical teenage girl. Nation- 
wide publicity will ensure that 
this special issue receives 
maximum support. Why not 
take this opportunity of using 
the magazine which caters 
exclusively for the teenage 
market ? Send or phone 
your reservation for the 
August HEIRESS now ! 


Kis 


HEERESS 


Advertisement Manager : George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED, 4, Bouverie Street, London, E.C.4. Phone; Central 1732-3 
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Boot and shoe manufacturers 
found a simple jig-saw puzzle in 
their morning mail. Quickly pieced 
together this revealed a message 
from the National Association of 
Cut Sole Manufacturers emphasis- 
ing their slogan “Cut Soles Cut 
Costs," The centre-piece of the 
ig-saw was carefully cut to the 
shape of a sole and the design was 
in four colours. The Association's 
eens - is handled by Reid 
Walker Advertising Lid. 


When they had 
cocoa for lunch 
at Crawfords 


The April issue of 233, 
the house magazine of Craw- 
fords Ltd., is a special 40th 
anniversary number, containing 
reminiscent articles of the 
agency's progress since its 
earliest - by long-standing 
members of its staff. 

René Elvin, editor of the 
magazine, writes in a_ special 
opening article: “ Life, they say, 


ADS IN THE SKY > 


The Court of Common Coun- 
cil of the City of London has 
asked a special committee to 
inquire into the question of air- 
craft flying over the City for 
advertising purposes. 


begins at forty. This was almost 
literally true for William Craw- 
ford and in a sense it is almost 
true of the firm he created, 
which has topped all its previous 
achievements in this, its fortieth 
year, and is all set for even 
igger and better things.” 
orence Sangster writes on 
the agency's Earl Years 
(“Usually we had [for lunch] 
brown bread and butter with a 
cup of cocoa which we brewed 
in the office—and clients occa- 
sionally did not disdain to share 
it with us”) and G. H. Saxon 
Mills describes the Twenties and 
Thirties (“The Great Slump 
around 1930 struck us hard”), 
Advertisements prepared by 
Crawfords this year are com- 
pared with earlier efforts—a 
1926 Pennsylvania Hotel ad. 
on Maximilian Antiqua for 
headings side by side with one 
of the latest Tootal socks posters. 
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ents, advertising managers, 
media people and others in all 
branches of the advertising in- 
dustry are now receiving their 
1954 edition of the Advertiser's 
Annual (Business Publications 
Ltd., 40s. nett). This 29th edi- 
tion of the industry’s standard 
reference book is the largest 
ever—and looks it. To help the 
reader find what he wants within 
its 1,072 pages the eight major 
sections have been helpfully 
marked off with tabbed guide 
cards. 

In his preface the editor draws 
attention to the fact that changes 
and amendments to entries will 
be published monthly in Apver- 
TISER’S WEEKLY — 1954; and 
that he will be grateful for im- 
mediate notification to him of 
changes so that telephone and 
letter enquiries to his office can 
be answered correctly at all 


times. 
Many additions 


With 150 new names added to 
the British publications section, 
30 to agents, 300 to national ad- 
vertisers, 157 to services and 
supplies and 1,200 to the Com- 
monwealth and foreign section, 
the Annual is made up in the 
following sections : British 
newspapers; British magazines; 
outdoor, poster and screen ad- 
vertising; advertising agents and 
their clients, consultants, market- 
ing specialists and newspaper 
representatives; services and sup- 
plies, including commercial 
artists, photographers, mee! 
and exhibition contractors, sil 
screen printers, printers, ink 
makers, typefounders, engravers, 
blockmakers, advertising novel- 
ties, and advertising associations 
and clubs; British national adver- 
tisers; Commonwealth media and 
services; and foreign media and 
services, In addition there is 
the usual alphabetical index to 
all British publications available 
to advertisers. 


Optimistic forecast 


A satisfied retrospect and an 
optimistic forecast on the adver- 
tising industry are contained in 
both the foreword and the intro- 
duction. 

In the former, Norman 
Moore, president, Advertising 
Association, writes: ‘“ Adver- 
tising in this country is very well 
organised to do its share in help- 
ing the advertiser to market his 
goods and to see that the owners 
of media are supplied with 
strong, forceful and honest ad- 
vertising. Up to now, however, 
the various societies and associa- 
tions have not done quite 
enough to convince the public 
of the enormous strides in the 
technique and effectiveness of 
advertising and, more important 


still, of its trustworthiness and 


1954 ‘Advertiser's Annual’ 
sets new record 


its power to improve the stand- 
ards of living throughout the 
world. 

“Let us briefly consider what 
has been achieved in past years 
culminating in the Coronation 
year of 1953. The presentation 
of advertising has improved tre- 
mendously, market research has 
become a science, educational 
facilities have been provided for 
young men and women who are 
taking up an advertising career, 
examinations have been devised 
for which students may obtain a 
certificate or diploma on which 
their future employer may rely, 
the remnants of over-statement 
and deception in advertisements 
have been steadily reduced al- 
most to vanishing point. Dis- 
honest advertising has been 
eliminated. Advertising clubs 
have been set up all over the 
country where keen advertising 
men in various branches can get 
together, and to-day British 
advertising can stand com- 
parison with that in any other 
country.” 

The Editor of ADVERTISER'S 
Weexty, in the course of a 
factual record of the past year's 
events in advertising, recalls that 
the fears of a post-Coronation 
slump in advertising did not 
materialise, and concludes by 
forecasting: “A boom year for 
British advertising in 1954, with 
emphasis on renewed efforts in 
the export markets, increased ex- 
penditure in all home media, and 
technical advances in press and 
outdoor advertising.” 

The Annual is again bound in 
heavy boards and blue cloth with 
gold lettering. It has more pages 
—more entries and more adver- 
tisers—than any previous edition. 
Pre-publication orders received 
are also the highest in its his- 
tory: a few copies are still avail- 
able from the publishers at 180 
Fleet Street, London, E.C.4. 


Concert pianist Mark Hambourg 
was a guest at a Dexion press con- 
ference at the Waldorf where de- 
tails of a new Dexion range, the 
225, were announced. Feature of 
the party was the Dexaphone, a 
“new” type of organ, played by a 
Dexion robot musician. 


PARTY LINE 


To publicise a garden and win- 
dow box competition being 
organised by Tottenham 
Borough Council, their public 
relations officer, N. E J. 
Batchelor, sent a direct mail shot 
to 130 street party organisers. 

They were asked to act as un- 
paid public relations agents to 
publicise the competition. He 
states that the response has been 
“reasonably encouraging.” 

Several Tottenham shops have 
tied up with the competition with 
window displays. Forty-three 
local florists and seedsmen are 
distributing leaflets and_ their 
names were listed in a 12-inch 
double - column advertisement 
in the local press. 


NEWSPAPER FINANCE 


The directors of Portsmouth & 
Sunderland Newspapers, Ltd., have 
resolved that the dividend be 4 per 
cent, less income tax, on the 8 per 
cent cumulative preference stock 
ee six months ended March 31, 


NEW ANGLE ON FOOTWEAR 


S. H. Benson Lid. recently organised a fashion show featuring 

the new styles in footwear by Morlands of Glastonbury. To 

get a new angle on this type of show they invited fashion editors 

of 20 magazines to select the right type of clothing to wear with 
the various siyles. Above and below are the results. 
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@ CURRENT ADVERTISING 
—continued from page 422 


Wider distribution 
for Rexail 


The Rexall Drug Co., Ltd., re- 
cently introduced a new icy 
whereby distribution woul no 
longer be confined to Rexall 
chemists shops. Independent chem- 
ists now carry Rexall lines and 
this wider distribution is being 
backed by local press advertising. 

The new licy is being intro- 
duced area i area. Nation-wide 
coverage by independent chemists 
is expected to be achieved shortly. 
A national advertising campaign is 
being considered. 

cCann - Erickson Advertising 
Ltd. were appointed for the account 
last year. 


£200,000 campaign 


Biro-Swan are spending £200,000 
on all forms of promotion this 
year. This is stated in their latest 
trade press advertising which 
describes it as “The biggest pen 
advertising everl”  Mathr & 
Crowther Lid. are the agents. 


Woolworth splash 
for bargain week 


One of the largest engine in 
their history is being used by F 
Woolworth & Co., Ltd., to publicise 
a Cost of Living Sale being held 
in every Woolworth store in the 
country this week. 

Only two sizes of space have 
been taken—half-pages or 13-inch 
by five columns. The schedule 
covers national dailies, London 
evenings, and provincial daily and 
evening newspapers. Walter Judd 
Léd, are the agents. 


Allardyce Palmer 
handling Sun Tang 


Allardyce Palmer Ltd. have taken 
over the advertising for Sun Tang 
orange — ¢ ow Loniion 
evenin cial newspapers 
are beng ce: more extensive 
campaign will start in July con- 
centrating on women's journals and 
provincial newspapers to tie-up with 
distribution. he manufacturers 
are Barnett & Foster Ltd. 


Big campaign for 
Rotary Hoes 


One of the largest campaigns ever 
run by Rotary Hoes Ltd. is being 
launched this week. The schedule 
includes a half-page in The Times, 
and other spaces in the Daily Tele- 
graph and class magazines. 

n intensive trade press scheme 
includes special insets in Grower 
and Commercial Grower. Larder & 
Stevens Lid. are the agents. 


London offices of 
Midland weeklies 


In connection with advertisements 
which appeared last week in our 
Midlands market survey, it is 

mted out that Norman pa. 

don representative of 
Newcastle-under-Lyme Times, is r 
92 Fleet Street, E.C.4. 

The Weekly Circular for Rowley 
Regis and Halesowen has a London 
office at 144 Fleet Street, E.CA, 


Back row (1. to "y 2 Rafter, G 
R. Everett, Hon. P. G. 
A. Slark, H. E. J. Skinner, 
R. H. Ducat, Desmond Flower, C. Glover, J]. C. W. Daniels, A 


John Ci and L. W. Needham 
ng a chat in the sun. 


Some of the Dog fag at (. to 
Cricket 
Streets ahead 


In their first game of the season 
last Sunday, the cricket section of 


G. Street & Co., Ltd.'s sports club 
beat Clayhill C.C. 


Scores: Clayhill 106 (J. ry I 
ham 4 for 16); Streets 109 for 
Pickard 33 not out). 

Higham’s beaten 


On Sunday at Raynes Park, 
Newnes & Pearson beat Charles FP. 
eye by 10 runs. Newnes & 


W. Bell, E. M. I. Buxton, J. H. 
Campbell, L. M. Masius, the captain, J. H. ribeye. 
W.C. Gibbs, J. G. B. Hutchings. Seated 
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R. W. King, G. ys Dunbar, 
“o Millard, P WwW. Needham, 
Sime, C. Davey, A. Gi Newton, 


. H. Melsaac, H. |. hompson. 


Over 70 at NAGS spring meeting 


Thunderstorms in the afte 
following a sunny morning, di 
nothing to mar the golf or the 
gaiety of the spring meeting of the 

ewspaper and Advertisers’ Golfing 
Society, held at Walton Heath on 

Wednesday last week. 

Over 70 players competed f 
shining collection of what L. ™ 
Masius, the captain, described with 
more humour than conviction as 
“hardware,” and such is the infec 
tious spirit of all N.A.G.S. meet- 
ings that the losers enjoyed 
themselves as much—or almost as 
much—as the winners. Results: 


Morning 18 holes medal. Old 
course for the I Carr 
challenge - Robinson ; 
ee ee. - best 


scratch, Debinees; bee ied aien 


7a) FS, Devel, . 5. Rettnen, 
Flower, P. W. G. Needham. 


Bowls 


‘Belfast News-Letter’ 


trophy match 


The annual bowls match for the 
Belfast News-Letter Trophy, be- 
tween advertising agents and press 
representatives, will take place on 
June 16 at the Parsons Green 
Club, Broomhouse Lane, S.W.6. 

F. W. Bannister, of Masius & 
Fergusson, will act as captain for 
the agents, and Albert Farr, of 
Psychology, for the representatives. 

Intending players and spectators 
should contact Jack Bottell, 61 
Cedar Road, Sutton, Surrey. 


R. H. Ducat; best second nine, 
M. B, Critchlow. 


ew course for the Golf 
Illustrated challenge cu ia ~ 4 
Flower; runner-up, P. Need- 


ham; best scratch, W. a * Slark; 
best first nine, J. T. Patterson; best 
second nine, Charles Graves. 

La Coupe de Lapins cup, T. V. 
Boardman. Old NAGS. cup, 
H. L, Fish, 

Afternoon foursomes v. bogey. 

id course for the Advertisi 
World cup, R. B. Foster 
Boardman; runners-up, P. W. G. 
Needham and E. C, Millard; best 
aos nine, A. E. May and Patter- 

best second nine, R. G. D. 
Riddell and P. S. M. Auld. 

New course for the Evening News 
cup, J. Foster and Critchlow; 
runners-up, Ducat and G. W. Bell; 
best first nine, K Braddon and 
Deverall; best second nine, Robin- 
orn os and J. Rosswick. 

prize-giving ended with a 

L ceremony typical of this 

ety, when * Needham, 

with wit and in biblical phraseology, 
presented ¢ new to “Mike, son 
of Mase.” iven by “some of the 
brethren,” this plaque assures the 
ars of the Society's loyalty and 
ection despite his pretty awful 

— performances at the 

: S. Sandwich week-end last 


, _ ‘. 
Condé Nast Golf Circle 
At the Condé Nast Publications 

Golf Circle meeting at Richmond 
last Thursday the first prize was 
won by A. Beaty (sales manager, 
Vogue Pattern rvice). Runner- 
up was Walter Williamson (York- 
ire advertisement representative), 
Miss Panter (advertisement repre- 
sentative) and H. W. Yoxall 
(managi director) tied for third 
pe, scores were runes 
Y, Ww. Williamson and H. 
oxall. 


Darts 


Crawford's record 
wan! S. Suvtees Ltd. ladies’ darts 
led by Mrs. Doris Fournel, 
lost leat by 2 games to | to Poster Ser- 
moe Ltd., led by Miss Gladys 


teman, 

W. S. Crawford Ltd. darts team 
have won 13 out a 17 matches 
this season, Their latest victims 
were G. S. Royds. 

The Robert Freeman Co. darts 
team beat Kemsley Press Lid. in @ 
best-of-five-games match. 
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= scored 87 (Parr 27, Smith 
21) and Higham’s 77 (Austin 24, 
Land 22). 
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New front cover 


Beginnin “Amateur 
Photograp: (Associated Iliffe 
Press) is bane increased in size 
from 9% in, x Tk in. to 104 in, x 
84 in. (trimmed). A new front cover 
is being introduced, incorporating 
a larger photograph and a different 
heading design using a stronger blue 
background than at present. At 
intervals a full-colour section will 
be included. Advertisement rates 
and selling price are unchanged. 


_ June 2, 


Colin Turner to 


represent MacLean 


Colin Turner (London) Ltd. 
have been appointed sole British 
and European representatives for 
the Hugh C, MacLean Publica- 
tions, of Toronto, a group of 15 
Canadian trade journals. 

This is one of the arrange- 
ments completed by Colin 
Turner during his recent visit to 
America. In New York he 
arranged for S. S. Koppe & Co., 
Inc., to represent in the U.S. and 
Canada the majority of the Far 
Eastern publications represented 
in London by Colin Turner 
(London) Ltd., which in —~ 
will act for Koppe for ma 
the publications Eo Ewe fm 
them in Central and Sout 


rica. 

In the British West Indies, 
Turner developed his 
organisation's contacts with local 
sales agents, publishers and 
cinema owners, and laid plans 
for the expansion of several 
publications. 


Cooking fats agents 


toe the line 

Advertising agents for de- 
rationed fats, urged by the joint 
copy committee of the News- 
paper Proprietors’ Association 
and Newspaper Society to elimi- 
nate “knocking copy” before last 
Monday have been complying 
satisfactorily, it is understood. 

Main cause for complaint had 
been alleged invidious claims on 
behalf of margarine and cooking 
fats against butter and lard. 


SCOTTISH SUPPLEMENT 


The Spectator will publish 
next week a ‘6-page ttish 


oeienest, at the normal price | 


CLASSIFIED ADVERTISEMENTS 


FAGAN, o> 6, oe Ene, > ae Gate ont ee. 


TES: APPOINTMENTS V 
| APPOEMERGENTTS “WOADTOIIS fe ee ie Mg Om Mm, eee 
4s. per display 


classifications, line, 456. per panel inch. Minimem, 3 lines. » AN 
chetam one fine piu Ph Govaden ooekan ote. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 


Weekly,” 180 Fleet Street, London, E.CA. 


CiAancery 8644 (Ex. 25). 


APPOINTMENTS VACANT 


these advertisements must 


retouching. 


visualiser an advantage. 


manager, 


FIRST CLASS GENERAL ARTIST 


REQUIRED 
A really good all-rounder able to earn £750 per annum, is required 
by Central London studio. Must be capable of general drawing 
in various techniques and able to do both figure and technical 


‘TOP LINE LETTERING ARTIST 
R IRED 
Capable of earning £750 gy Ability as designer and 


One of the chove will be required to undertake the duties of studio 
at an extra salary 


Box 7547 
Advertiser's Weekly 180 Fleet 


St London EC4 


ELECTRICAL MANUFACTURERS RE- 
QUIRE ASSISTANT in 
Department (London). 
blockmaking and printing 

essential, Agency experience an ad- 

vantage, also some knowledge of the 
advertising of engineering products. 

Applicants should be about 30-35 years. 

Salary in accordance with age and 

qualifications, Five-day weck. Pension 

Fund. Lunch Vouchers, 

Box 7644 Ad. Weekly 180 Flee: St EC4 


SPACE REPRESENTATIVES 


Only men capable 16 nation four figure 
solaries need apply. Full details to: 
Box 7561 
Advertiser's Weekly 180 Fleet St EC4 


LADY ASSISTANT to Account Execu- 
tive required by W. London Agency 
A sound knowledge of production is 
essential plus keenness and ability to 
work on own initiative. The position 
offers plenty of scope to the right 
person for learning and progressing 
with a friendly team in a growing 
agency dealing mainly with Trade and 
Technical accounts Five-day week 
Write only initially stating age, ecx- | 

Present salary to A.G.R., | 
1 Place, 8S. Kensington, 
8.W.7. | 


, PRODUCTION, 
Advertising | 
Knowledge of | 
processes | 


Young man required 
for London Agency. Must have good 
knowledge of Blocks and Typesetting 
and be able to handle a number of 
Accounts. Five-day week, good salary 
and Holidays this year. 

Box 7632 Ad. Weekly 180 Fleet St BC4 


VOUCHERING 
ASSISTANT 


We want someone with 
experience as an assist- 
ant in our Vouchering 
Department. 

Write or ‘phone : 
Manager, Voucher Dept. 
RIPLEY, PRESTON & CO. LTD 
Ludgate House, 107-111 Fleet Street, 


E.C.4 
Telephone ;: CENtral 8672 


COSTING AND ACOOUNTS CLERK 
REQUIRED (28-35 years) by large 
Suidio Organisation. Five-day week. 
Must be experienced in costing of jobs, 
invoicing, etc. Write in confidence, 
stating experience, salary required, to 
Box 7613 Ad. Weekly 180 Fleet St EC4 


Here is 


COPYWRITER 
WANTED 


an opportunity for a 
young man who has a distinct flair 
and some agency experience to 
work, in a London agency, on a 
leading national account. 


Write giving full information to: 
Box 7621 
Advertiser's Weekly 180 Fleet St London EC4 


GooD 


a 


May 20, 1954 


APPOINTMENTS VACANT 


A small but well established West 
End Studio Group having both 
inside and outside Artists is looking 
for a 
man capable of represent- 
ing their interests in Agency 
and other spheres. 
Previous experience would be help- 
ful but training could be given to 
a man able to convince us of his 
desire to build success in this field. 
A good salary together with com- 
mission would be paid 
A directorship 
may eventually become available. 
Applicants, who should be between 
25 and 35 years old, should write 
to; 


Box 289, 
176 Piccadilly 
or ‘phone 
Hyde Park 5225 
for an appointment 


OPPORTUNITY for a keen young 
man, 20, wanted for advertisemem de- 
partment of a manufacturer's sales 


organisation. Some production know- 
ledge, mainly print, and ability to 
phone : 


produce clean line work. Tele 
BAY. 2828. 


RCN 


The man required 
should have some 
years of experience 


are looking 


in first class 
Agency practice ; he should 
be a willing team worker 


for 


and capable of handling 
the typography of important 
National accounts 


a good 


with speed, 
efficiency and style. 


typographer 


Write in confidence 
giving full particulars to 
THE ART DIRECTOR 


2 WEEKS SUMMER HOLIDAY 
WILL BE GRANTED THIS YEAR 


RUMBLE, CROWTHER 
AND NICHOLAS LIMITED 
184 STRAND w.c.2 


Te 
Temple Bar 9271 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


ASSISTANT 
STUDIO MANAGER 


We ate footing br oan te que wi 
pr studio exp capable of 
controlling large staff of commercial artists. 
Successful applicant will have holiday 

h d with full salary. 
Write Giving details of experience to date. 


Reply: Art Director, 
THE FLEET ILLUSTRATING SERVICE LTD. 
10, Argyll Street, London, W.1. 


PUBLICITY DEPARTMENT of large 
engineering company requires assistant 
to help with production of catalogues, 
leaflets, manuals, etc Knowledge of 
artwork, blocks and printing required. 
Some engineering knowledge necessary. 
Pive-day week. West London areca. 
Send no specimens in first application. 
State age, experience and salary 
required. 

Box 7487 Ad. Weekly 180 Fleet St BC4 


TECHNICAL 
COPY WRITER 


Applications are invited for the post of Tech- 
nical Copywriter in the advertising department 
of a large eb g and d st 

appliance ergonleation in 5. £ London. The 
successful applicant will be responsible for 
the writing of technical catalogues and the 
issue of information to the trade press, and 
mus! have proved ability at technical writing 
and preferably some exp in the elec- 
trical industry. Applications giving age, ex- 
perience and salary expected should be 

addressed to: 


EMPLOYMENT MANAGER 
Messrs. JOHNSON & PHILLIPS LTD. 
Victoria Way, Charlton, S.E.7 


CROMPTON PARKINSON LIMITED 
invite applications for the post of Press 
Officer and Editor of their House 
Office located in London. 
Applicants should have ye in 
advertising or journalism and be 
pared to travel within the British sis. 
Applications, stating age, salary re- 
quired, and full details of education, 
training and experience, should be sent 
to Ref.: MD/P (?.R.C.), Crompton 


Parkinson Limited, Crompton House, 
Aldwych, London, W.C.2. 


Internationally famous Industrial 
Design House has vacancies in 
London for 


PACKAGE 
DESIGNERS 


Applicant should be fully experi- 
enced in package design and point 
of sale material. 


These are permanent positions 
for the right men, with ample 
opportunities for advancement. 


Write in confidence, stating previous 
experience, age and salary required, to: 


Box 7570 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS BL APPOINTMENTS VACANT | 


APPOINTMENTS VACANT 


THE FLEET FLEET LUSTRATING 
SERVICE LTD. 


subjects. 


finished layouts. 


salary required to : 


Advertiser's 


Assistant to Publicity Menegie 
of leading engineering company 


A position offering considerable scope in the Publicity 
Department of a well-known and rapidly growing Company 
manufacturing a wide range of capital 
to an agency-trained man with an aptitude for technical 


The successful applicant will have to be a virile, creative 
writer with a good sales sense, an appreciation of layout 
and typography and a knowledge of printing and reproduc- 
tion processes. He will have to produce visuals but not 


The position, «ifers wide experience of = branches of 

publicity and work under ti 

Crawley, Sussex, area. Write, “ stating ese, experience and 
Box 7573 

Weekly 180 Fleet St London EC4 


GENERAL ARTISTS 


STILL LIFE ARTISTS 
FASHION ARTIST 
RETOUCHING ARTISTS 


These posits ore Dp i with top 
rates of pay. Successtul applicants will have 
their holiday arrangements honoured with 
full selery. Write giving full details of 
experience to date. 

Reply: Art Director, 

THE FLEET ILLUSTRATING SERVICE LTD. 

10, Argyll Street, London, W.1. 


LETTERING ARTIST required for 
Agency Studio. Experience of airbrush 
work and ecneral design an advantage. 
Write or ‘phone Scientific 

ay, Ciiffords Inn, B.C 4. 


ASSISTANT 


equipment is open 


in the 


ARTIST/TICKET WRITER FOR 
BOURNEMOUTH STORE. Able to 
do show cards and backgrounds for 

modern display department. Write 
= _ details of age, cm . 


Box 7384 Ad. Weekly 180 Fleet St EC4 


COPYWRITER/DETAIL 


London Agency Director requires 
assistant. Ability to write good 
straight copy is essential; experi- 
enced in handling the day to day 
detail work on a group of accounts. 
Scope will be given to the right 
man. Age about 20/25. 
Write : 
Box 7574 
Advertiser's Weekly 180 Fleet St EC4 


-UP AND COPY CLERK age 
21-30 required by large London Maga- 
zine Publishing House. Must be 
experienced. Pension Pund, Staff 

week. Write, 
salary 


canteen. Five-day 
an age, experience and 
required 


BESUIRED BY PROGRESSIVE 
STUDIO (Senior and Junior) Retouch- 
ing and Lettering Artists, familiar with 
top class artwork, Phone TEM 5037 be exp 
for appointment. 


tor Publichy Cepertnent of London fim of 
of Industrial Colloids. Must 


, booklets and 


display advertisements for Trade Journals. 
Good prosp of ad for 
active person. Write giving full details of 
education, experience and salary required to: 


A prominent Commercial Vehicle Manu- 
fecturer in the Home Counties has « 
vacancy on its Publicity Steff for » com- 
petent technical copy writer. 


itinA 


- Box 7625 

nea. ee | Advertiser's Weekly 180 Fleet St Fé 
Box 7600 - 

Advertiser's Weekly 180 Fleet St EC4 ADVERTISING ASSISTANT, 20/25, 


residing in North, with administrative 


Box 7579 Ad. Weekly 180 Fleet St BC4 


YORKSHIRE ELECTRICITY BOARD 


Chief Commercial Officer's Department 
Display Centre, Dewsbury. 


ARTIST DESIGNER 
Applicants should have had an 
all-round training in display work 
with press advertisement and poster 
experience. They must be capable 
of producing ideas and high-class 
finished drawings. 

Salary-N.J.C. Grade 3. 

£545/20/605 per annum. 


Applications, giving full details of 
age, qualifications and experience, 
together with the names of two 
referees, should be forwarded to 


tising agency experience useful but not | 
essential. This is a permanent appoint- 


ment with scope for advancement. 
Apply, stating - experience and 
salary ired ae w. 


ability and flair for copywriting required 


WEST END AGENCY requires a fully for position in the Publicity Departmen 


experienced Production Assistant, man of Vamtona Textiles Limited. Written 
or woman, age about 30. Write giving applications giving full particulars 
full = of past experience, etc., to should be sem to 107 Portland Street, 
Box 7586 Ad. Weekly 180 Fleet St BO4 Manchester 1. 


SMITHS’ 


100 Fleet Street 
are looking for a first-class 


COPYWRITER 


Applicants should be able to show by 
their record that they can justify a 
generous starting salary and also that they 
have the ability and imaginative approach 
to advertising which will qualify them 
before long for a high executive position 
in the agency. This vacancy offers every 
opportunity to the right man. 


Applications for interviews should be 
made in writing to: 


TOM SMITH, 


SMITHS’ ADVERTISING AGENCY LTD. 
100 Fleet Street, London, £.C.4 
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APVOUSTERENTS Mate 


THE HOWARD ORGANIZATION | 


MANCHESTER 


requires 

1. Junior Accounts Executive, age 
23-28, to take charge of group 
of accounts. 

2. Young Production Man with 
Agency experience and sound 
knowledge of print buying, etc. 

The above positions are to be filled immedi- 


fidence to: 


“The engagement of 


oe, oF 


CLASSIFIED ADVERTISEMENTS 


3 persons answering these advertisements must 

be made through « Local Office of the Ministry of Labour or « Scheda 

ee ae Se es BS tees of cone ee ee hae 

or employment, excepted provisions of 
Notification of Vacuneice Gator 1983." 


“THE WESTERN DAILY PRESS” 


require assistamt London Advertisement 
semtative. Applicants should write 
giving full particulars of past experience 
and salary required w Managing 
Director, Baldwin Street, Briswi, 1. 


First-class Artist required with view 
to taking charge of West Country 
Advertising Agency Studio produ- 
cing wide range of technical and 
general work. Creative flair and 
all-round knowledge including 


TYPOGRAPHER oreguired, wich 
experience in press advertisement typography; 

Should be able to produce clear and precise 

type mark-ups and intelligent adaptations. 

Please write giving details of experience, age, salary 
required and when available for interview to 


Art Director OQSBORNE-PEACOCK 


26a Albemarle Street London W1 Hyde Park 8911 


pa ng ne - em Bg BN 


quires young artist general 
studio taperience. Writ y -E. par- 


ticulars 
Box 7582. Ad, Weekly 180 Fleet St BC4 


PRODUCTION ASSISTANT 


blocks, block ordering, 
Write in first instance, do not include 
samples of work with application. 
Box 7637 Advertiser's Weekly 160 Fleet %& EC4 


JUNIOR RED for Publicity 


Departmem of Poly Tours, Opporwnity 
for well educated youth 16-17, imerested 
in advertising, w gain experience 


through routine duties and simple work 
on print, Write or : Personne! 
Officer, P.T.A., 73-77 Oxford Street, 
W.1, (GER, 6979), 


ing West End Advertising Agency 
requires Production Assistant, fully experi- 


Box 7576 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ARTIST 


REQUIRED, cx 
perienced in the preparation of fine 
and airbrush drawings, from engincers’ 
blueprints. Only artists capable of pro- 
ducing first-class work will be con- 
sidered. 5-day week and superannuation 
scheme. Pull details of age, experience 
and salary required, w Rapier Aris 

jouse, Turnmill Street, 


PRODUCTION ASSISTANT for West 


End Agency. Fully experienced and 
not more than 25. Full details of 


Ee experience to 
x 7616 Ad, Weekly 180 Fleet St BC4 


LEADING ADVERTISING AGENCY 


invites applicetions for a position as 


Account Executive 


He should be between 28 and 34 years of age, 
with a sound agency training, followed by at 
least three years on the account executive side 
of an agency—and able to meet clients’ require- 
ments with tact and efficiency. A public school 
and/or university education and the ability to 
“get on with people” are important. Only 
those with the right background and training 
will be considered. Salary by arrangement. 
The future is open for development by a man 
with energy and ambition. 


Apply with full details to : 


7516 
Advertiser's Weekly 1860 Fleet St EC4 


for commercial and publicity design. 
Applicants should be between 25 and 30 
and have previous capentece i ¢ commer- 
cial designing — inch and 
publicity requirements. MS.LA. proterred 
Salary ding to Hifi and 


ri Contributory Pension Fund and 

usual amenities. Please reply giving full 

details of experience and present salary to: 
The Personnel Manager 
British Celanese Limited 


May 20, 1954 


APPOINTMENTS VACANT 


ADVERTISEMENT 


required 
for well-known trade—agricultural— 
weekly paper. Good opportunity 
for man with drive and initiative. 
Send full particulars, statement of 
experience, age and approximate 
salary desired, to: 

Box 7601 
Advertiser's Weekly 180 Fleet St EC4 


requirements, experience in sample con- 
struction and manipulation of statis- 


inuous practice 
Box 7638 Ad. Weekle 180 Fleet St ECA 


22/23 Hanover Square, London, W.1. 


ASSISTANT COPY WRITER WANTED 


POR BUSY ADVERTISING DE- 
PARTMENT. Experience of direct mail, 
sales promotion and catalogue prepara- 
tion essential, Ability to write clear, 
persuasive copy more important than 
flights of fancy. Sound knowledge of 
departmental routine an advantage. 
Write. stating salary required, to 
Advertising Manager, Platers & 
Stampers Lid., Prestige House, 14-18 
Holborn, London, E.C.1. 


FIGURE 
RETOUCHER 


Large London Studio has vacancy 
for first class Figure Retoucher. 
Write stating experience and 
salary required. DO NOT SEND 
SPECIMENS. 

Box 7623 


Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY 
MANAGER 


The man we have in mind would 
be between 28 and 38, well read 
and well informed with knowledge 
of typography and display, the 
ability to write copy and to ad- 
minister the routine work of a 
department. He would have ideas 
of his own but be willing to learn 
first and accept those principles 
which are the fruit of long experi- 
ence. —_ according to qualifi- 


R.J.P. 
14 St. James's Place 
London, S.W.1. 
SECRETAR Sales 


making, records, an advantage. Good 
speeds, shorthand/typing. Apply giv- 
ing full particulars to 

Box 7577 Ad. Weekly 180 Fleet St BC4 


imerview ‘to ‘Advertising Manager, 
Beonsdosa hak sd., Great. West Road, 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Falcon Studios Limited 
require a first-class 
CREATIVE 
VISUALISER 
with agency experience 
An Opportunity to join an enthu- 
siastic company of first-class artists. 
Salary commensurate with ability. 
Write in first instance to :— 
Managing Director 


FALCON STUDIOS LIMITED 
21 Wade Lane, LEEDS, 2. Tel: 23652 


5 * aa ° — ee ee eee g 
sap 3 , - oer am os ee 
* es 428 a 
: es (ee 
‘ata : = — —— 
: APPOINTMENTS VACANT $s ‘ak 
c ately and applicants must be prepared to 
: reside in the Manchester area. 
: f Apply giving tull deteils in strictest con 
on Poul Short, General Manager 
2 The Howard Organization 
Vi. 93 Market Street, Manchester, 1 
” . 3 ... ‘ 
a es REQUIRED ASSISTANT IN MARKET 
pe tical data Copy-typist and experience 
" ee / as a market research interviewer, able 
Si it <4 a > 25:30, wish: 
OPPORTUNITY is a a ee 4 
a es | wanted by 
: enced in all phases of Agency methods. leading London firm of 
aed Full perticulers to: BRITISH CELANESE LIMITED book publishers 
Po A 
Z a: a — 
‘ 
eee 
| Pe oe | Promo » — : ~ eer 
firm Kr f t lock 
‘ SECRETARY REQUIRED for Advertis- 
i | Po sce oy Oo cs Pr breferat mith 
a : accessory Company. Preferably with 
previous experience in similar capacity 
or with an Advertising Agency, An 
of i a ie '— Seem Se ee 


May 20, 1954 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | QQ20IcEaaZEa 
WOMAN EXECUTIVE Resourceful 


ASSISTANT SENIOR 
aged 30-40 required by National First-class Copywriter VISUALISER 
wanted in a Leading 


Organisation with he = aan 

quarters, to relieve Senior Execu- , aa 

. , biliti For consumer advertising, requiring 

tives of certain responsibilities and 2 ely Ghote i & 
newspapers and periodicals. Busy, 


to supervise staff and routine work 
of small general office. Good 


personality and advertising back- publishing down to earth but friendly con- ; 
ground essential. London house ditions. — can be arranged z 
sail — s year. 
~ a to wer an An exceptional opportunity awaits a creative Copywriter of "Phone ART DIRECTOR 
a 1622 first-class experience, The position offers a very 


REID WALKER ADVERTISING 


Advertiser's Weekly 180 Fieet St EC4 Tel. ; CENtral 8347 


good salary with really excellent prospects to a young 
man of good education and marked ability. 
Our present staff are aware of our desire to fill 


this post. All applications will be dealt with 


CREATIVE ARTIST required by well- 
known Midland Studios. Capable of 


SMALLER LONDON AGENCY (ful i i 
seen} <flete ened caley and ly established and progressive 
sion to live outside man able to secure Agency. 
new business. Unlimited scope for a 


" ledge copy detail producing visuals on his own initiative j 

et = = at high level in strict confidence. Write ~~ - ha = 4 

giving full particulars of experience, age, salary _' -F "7 

. Weekly 180 Fleet St BOS 

LAYOUT ARTIST required, etc., to: 7 
2 to 3 years’ agency experience essential, P 1 sy 
and must have ability to produce good Box 7599 EXPERIENCED a 
Apply in writing to Studio Manager. Advertiser's Weekly 180 Fleet St London EC4 ved oe 
STEPHENS ADVERTISING SERVICE LTD. iad oe a naan ntl a 
11 Mew Court, Lincotn’s inn, London, W.C.2 ones poe or Copy department of o . 4 


BOOK-KEEPER required for West End in proposed smali advertising agency. 
Advertising Agency, preferably with 
similar experience, to trial balance. 


Five-day week, superannuation scheme. 
Salary approx. £7 10s. ‘Phone for in- 
terview—Pearce, TEM. 3875. 


SPACE BUYER 


pri 

ing in yr ianevened applicant 
should be able to introduce this type of 
business and be prepared to travel for 
same, This could be good opportunity 
for young hard-working person to start 
business with small capltal outlay. 
Production of potential work has been 
taken care of and advertiser can supply 
drawing office and telephone, Write 

specimens 


y— ag 4 good man. Details of experience 
. to 
Box 7581 Ad. Weekly 180 Fleet St BOS 


EXCELLENT OPPORTUNITY offered 
to young lady as assistant to Advertise- 
ment Manager of publishing house pro- 
ducing high class monthly and annual 
publications. Applicant nwet be able 
to do general secretarial work. Previous 


Box 7602 
Advertiser's Weekly 180 Fleet St EC4 


WANTED IN BIRMINGHAM. Y< 


man (or woman) with Knowledge 
prim and ability to produce rough tay- 
outs for catalogues and press advertise- 


. with work experience in an advertisement depart- ments, Finished work not | ae 
Experienced man or woman wanted pag yy ment an advantage. Particulars to Shots tes. eupertence and on 
to take charge of busy department. Box 7629 Ad. Weekly 190 Fleet St BCS Box 7585 Ad. Weekly 180 Fleet St BOS Box 7538 Ad. Weekly 180 Fleet St BOS 


5-day week. Holidays this year. 
Write giving age, experience and 
salary required, to: 

W. A. CLARE 
Ripley, Preston & Co. Ltd. 


107/11 Fleet Street, London, E.C.4 


KNOWN AGENCY requires 
young man (National Service compicted) 


assistant in Financial Advertisi Manager (W) ves NO 
Department. Some ena! ae 8 Labour 4 
experience, = requi _ Rolls-Royce Limited, Can you draw 
Box 7578 Ad. Weekly 180 Pleet St BCA Derby. 
Have you had comprehensive 


Creative 
Typographer 


The spare time services of 

a typographer are sought 

by 

RIPLEY, PRESTON 
& Co. Ltd. 


Ludgate House, 


ROLLS-ROYCE 


require several first class commercial 

or technical artists and retouchers. 

Excellent conditions and prospects. 
5 day week. 


Write, giving details 
with specimens te: 


5 questions that might be worth 


£850 


per annum to a layout man 


for Pires Class Layout 


y 
Box 7630 Ad. Weekly 180 Fleet St rt 


COPY DETAIL) 
PROGRESS CHASER 


4 
1 
cf 
ff 
if 


H 
i 
f 


agency experience 


Do you possess an original sense 
of design and a desire to use it 


Can you work as the member of 


a team 


Do you want to work in a 
go-ahead West End agency 


a Se cae eae ee 5 yeses ? then you are probably the : 
107/111 Sem, C4 1) ee eet very man we are looking for 


Please write 
Managing Director 


Write to Art Director, Box 7636 
Advertiser's Weekly 180 Fleet S$ London EC4 


Ane es fet EE 7 . + : 
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B 
FIRST CLASS LAYOUT VISUALISER. Po oe 
An opportunity exiss with London Bein 
20g — WW a _ et 
Visualiser who is also capable of pro- oi 
ducing finished layouts. The accounts al 
are Technical end a good salary is ‘ 
offered w successful applicam, with E 
Po 
An ehve and energetic young man required 
me ———— Po | . 
a 
Le 
i’ 
| Five-day week. Canteen. Write, giving full : 
particulars, experience end salary required to: " 
Box 7512 a 
Advertiser's Weekly 180 Fleet St EC4 : 
_ 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


~ COPYWRITER; 
VISUALISER “The engagement of persons answering these advertisements must 


required by 
London Technical 

Adv 
Ability to write first-class copy is 
the main essential, and a natural 
aptitude for drawing good rough 
visuals for a variety of engineering 
accounts. Agency or Advertising 
Department experience. Write full 

details and salary required. 


Box 7606 
Advertiser's Weekly 180 Fleet St EC4 


May 20, 1954 


APPOINTMENTS VACANT 


LAYOUT MAN 
required for organisation specialis- 
ing in architectural and building 
trade accounts. Good design and 
typographical sense essential. 
Should have ability to produce work- 
man-like roughs for anything from 
press advertisements to complete 

catalogues. Please reply to: 


MARKET RESEARCH 
and 


MEDIA ANALYSIS 


A large London has a vacancy for a man with two 
or three years’ Research experience. A knowledge of Market 
Researchftechniques is essential and he must be familiar with 
statistical analysis of Readership combined with initiative in the 
—_ resentation of statistical information. The vacancy 
prospects for the righi man. 


Box 7640 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT SPACE REPRE- 
SENTATIVES (cither scx) required for 
most areas. Good repeats. Excellent 
terms plus profit sharing bonuses. 
Apply Graham Cumming Ltd., The 
Church Publishers, Ramsgate 


LAYOUT ARTIST WITH IDEAS re- 
quired by Technical Agency in London. 
Congenial surroundings and plenty of 
scope for ability, Holidays considered 
for suitable applicam,. State experience 
and presem salary. 


Hox 7608 Ad, Weekly 180 Fleet St BC4 


COMMERCIAL 
ARTIST REQUIRED 


Art Director of Bristol concern 
requires 


RIGHT-HAND MAN 


able to play a leading role in Design Section 

which takes pride in producing top quality 

advertising display material for the Pornt- 

of Sale. The post offers wide scope to one 

combining advanced design ability with 

sound advertising sense. Salary to wit 
proven abilities 


Box 7620 
Advertiser's Weekly 180 Fleet St EC4 


Box 7575 
180 


Advertiser's Weekly 


Fleet St London EC4 


PUBLICITY ASSISTANT. 


LAYOUT ARTIST REQUIRED. An 
outstanding opportunity occurs for «a 
producing 
and experienced in 
area. 


Layout Artist 
finished layouts 
Catalogue design. 
Write 


capable of 
Hampsicad 


Box 7646 Ad, Weekly 180 Fleet St BC4 


SILK SCREEN ARTIST required. Must 


be able to cut first class stencils and 
produce quality printing suitable for 
multiple displays in hardboard, metal, 
etc., and Exhibition Stands, 

Box 7583 Ad. Weekly 180 Fleet St BC4 


A vacancy 
exists in a busy and developing Pub- 
lichy Dept. of a leading Birmingham 
Machine Tool Group for a man, pre- 
ferably under 30, for the production 
ot catalogues, handbooks and parts 
lists. Existing Staff have been notified 
of this advertisement. Applications, 
stating age, experience and salary re- 


quired, wo 
Box 7626 Ad, Weekly 180 Fleet St EC4 


PRITCHARD, WOOD 
have room for a 


YOUNG ENTHUSIASTIC 


Junior 
Layout 
Man 


APPLY TO THE CREATIVE DIRECTOR, 
F. C. PRITCHARD, WOOD & PARTNERS LTD. 
25 SAVILE ROW, LONDON, W.1 


WE ARE LOOKING FOR AN ARTIST 
who can produce line drawings for 
catalogue illustration and has a work- 
ing experience of retouching. Our staff 
know of this advertisement. Central 
London Swdio. Write fully two 
Box 7609 Ad, Weekly 180 Fleet St BC4 


Are you an 
ENTERPRISING YOUNG 
COPYWRITER 


with experience of National Con- 
sumer advertising ? 

If you can plan, write and visualize, 
and are looking for a job in which 
you can find full scope for your 
creative ability, write giving details 
of previous experience, age 

salary required to: 


Box 7619 
Advertiser's Weekly 180 Fleet St EC4 


for industrial design office. Applicants should 
have a fa standard of perspective drawing 
(line and wash), tottering, modelling, and be 

with h Five 
day week, pension scheme, good transport 
end canteen facilities. 


Apply im own handwriting to 
Personnel Manager, 
METROPOLITAN-VICKERS 
ELECTRICAL Co. Ltd. 


Trafford Park, Manchester, 17. 
Mark envelope "Commercial Artist.”” 


KEEN, 


INTELLIGENT BOY wanted for 
display department. Very interesting 
and progressive work. Previous dis- 
play experience not necessary, Write 
or call for interview, Publicity Depart- 
ment, Victoria Coach Station, S.W.1. 


COPYWRITER with good all-round 
agency experience required. This is an 
opportunity for the right man who can 
produce good readable copy for — 
known advertisers. Good 
holiday granted this year, Write fut 
details to 
Box 7641 Ad, Weekly 180 Fleet St C4 


7 
Armstrong-Warden Ltd. 


require 


a reliable Production-man 
aged about 23/24 

with a few years’ practical 
experience. 

Good conditions. 

Holidays arranged. 

Write giving full details 
and salary required 

to: 


SECRETARY 


Armstrong-Warden Ltd. 
69 New Oxford St., W.C.1. 


Stowe & Bowden Ltd. 
(LONDON) 

require another 

ACCOUNT 


CONTROL 
ASSISTANT 


Aged between 25 and 30 
with sound agency experi- 
ence. He will be an assistant 
to an Account Executive 
and responsible for hand- 
ling all detail work on a 
number of interesting 
accounts. The position calls 
for initiative and sense of 
responsibility. 


Write or phone for 
appointment to : 
The Secretary, 


169 Piccadilly, W.1 
Tel.: HYDe Park 9681 


Phone your Classifieds to CHA 8844 (Ex 25) 
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May 20, 1954 


APPOINTMENTS VACANT 


Walsall Lithographic Co., Ltd. 
Midland Road, Walsall, 
are looking for 


CREATIVE DESIGNERS 


for labels, showcards and displays. 
Specialised needs at the moment 
are for a man capable of first-class 
reproduction of fruit and vegetables, 
and another for embossed show- 
cards and displays. Permanent em- 
ployment to suitable man. 


A VERSATILE COPYWRITER required, 
with agency experience. Able to pro- 
duce consistently good selling copy for 
a number of nationally known products. 
Good salary, pension scheme, holiday 
granted this year, An opportunity for 
an up and coming man to join first- 
class team in progressive agency, Full 
details wo 
Box 7642 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL COMPANY 
(moderately sized agricultural) 
requires 
ADVERTISING 
MANAGER 


Experience in laying-out cata- 
logues and general make-up. 
Write full particulars, age and 
salary required, to: 


Box 7606 
Advertiser's Weekly 180 Fleet St EC4 


CTION ASSISTANT /SECRE- 
TARY required for Publicity ba 
suhants, Some knowledge of 
detail, block ee and liaison wnh 
printers. S.W.1 
Box 7627 Ad. Weekly 180 Fleet Si BC4 

EXHIBITION ORGANISER. An experi- 
enced man is required to organise a 
full scale exhibition in London in 1955. 
This is a new venture of great promise. 
Four figure salary to the right man. 
Apply in writing to Box No. 7643, 
c/o Charles & Sons Lid., 31 
Budge Row, E.CA, 


CLASSIFIED ADVERTISEMENTS | 


arrangement. 


Write: SECRETARY, 
Armstrong-Warden Ltd. 
69 New Oxford Street, W.C.1. 


ARMSTRONG-WARDEN | 


require 


1. TYPOGRAPHER with experience ranging 
from adaptations to high class booklet designing. 


2. VISUALISER with a modern outlook 
and able to design creatively. 


Must have had Agency experience. 
Secure positions. 


Holidays * 


State salary requir 


ADVERTISER'S WEEKLY 


THE STRAITS TIMES PRESS LTD. 
SINGAPORE 


require a 


COMPOSING ROOM 
MANAGER 


for their two daily newspapers and 
other publications. A progressive 
position for a well-trained man in 
the middle thirties. Good salary, 
passage paid, six months paid leave 
after three years. Provident Fund, 
etc. Write: 
The London Manager, 
144 Temple Chambers, Temple Avenue, 
London, E.C.4 


TYPIST FOR SPACE DEPARTMENT, 


shorthand not essential but good at 
figures. Previous experience an asset, 
Age, salary, cic., wo 

Box 7628 Ad. Weekly 180 Fleet St BC4 


EXECUTIVE with first- 


CTION 
class knowledge of Process Work and 
Typefaces and capable of handling high 


clacs sales yo for London Agency. 
liolidays as arra 


Box 7631 Ad. Weekly 180 Fleet St BC4 


Space Buying Dept. 
of 
Smiths’ 
Advertising Agency Ltd. 
requires a 


MALE ASSISTANT 


aged about 21-23, having practical 

knowledge of preparation of 

schedules and recording media, 

data, etc. Must be alert and have 
had Agency experience. 


Write giving particulars and salary 
required to : 


CHIEF SPACE BUYER 
100 FLEET STREET, E.C.4 


HOLLERITH Punch Operators required. 
Top rates for experienced operators, 
Alpha essential. Five-day week, Can- 
teen facilities, Apply Staff Manager, 
William Hill Lid. (WHI 0981) 


SCOTTISH NEWSPAPER PUBLISHERS 


have opening in Manchester for young man 
as od to cover 
Lancashire, Yorkshire and Midlands ares 
Some experience in advertising essential. 
Scottish background an advantage 


Box 7671 
Advertiser's Weekly 180 Fleet St EC4 


THE MONOTYPE CORPORATION LIMITED 
require 6 


MALE ASSISTANT 


to the Publicity Manager a their Fetter Lene, 
London, office Experience of writing and « 
knowledge of typography tial. Write 
giving detels of qualifications, age, etc., to, 


The Secretary, 


THE MONOTYPE CORPORATION LIMITED 
SALFORDS, REDHILL 


TECHNICAL ARTIST with retouching 
experience required 
at Waterloo, subsequemily at Crawley 
Sussex. Redifon Lid., 59 Webber 
Street, S.B.1, (WAT. 3536, Ex, 10), 


To work initially | 


TECHNICAL WRITER REQUIRED by 


publications department of large en 
gincering company for service manuals, 
parts lists, etc. Some knowledge of 
similar work with engineering firm 
essential, Pive-day week. Wen Lon- 
don area. State age, experience and 
salary required 

Box 7486 Ad, Weekly 180 Fleet & EC4 


ADVERTISING SPACE SALESMEN 
take note: We pay the Highest Re- 
muneration in the business, plus train 
or car allowance tw return home every 
week-end, plus lodging allowance. In- 
surance and Holidays with pay. Only 
experienced men need apply, stating 


full experience. 


Box 7639 Ad. Weekly 180 Fleet St BC4 


WEST-END ADVERTISING AGENCY 
require a top flight 


VISUALISER’LAYOUTMAN 


to work on two important American Accounts. Only 
experienced man of exceptional ability willing to work 
with a team of specialists will be considered. 


Write in the first instance to: 
ART DIRECTOR, 
Box 7604 
Advertiser's Weekly 180 Fleet St London EC4 


CHAMBERLAIN STUDIOS 
REQUIRE 


RETOUCHERS 
TECHNICAL ARTISTS 


also specialist artists in: 


STILL LIFE 
LETTERING 
LAYOUT & DESIGN 


Good salaries and conditions ! 


CHAMBERLAIN STUDIOS LTD. 


2, Ludgate Hill, E.C.4. 
Phone Central 3570 


Se se 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


HOLDENS 


have a vacancy for a 


LAYOUT MAN 


with a good knowledge of typo- 
graphy. He should be under 30 
and have had several years’ sound 
Agency experience, National Press 
Advertising. This can be his oppor- 
tunity, working in @ small team, 
to develop his own creative ideas. 
Applications (by letter only) should 
give full details ~ age, experience, 
salary required ~ and be addressed 
to:~ 


The Creative Director, 
A. N. HOLDEN & CO. LTD. 
94, Mount Street, WA 


WANTED 1 FIRST-CLASS 
pe a ery AND GENERAL 


MAN. 
Box 7528 Ad, Weekly iy 180 Fleet ‘S St BCS 


Progressive position tor 


GENERAL ARTIST 


in expanding studio. condi 
tions. 5 euy week. Write full particulars, 
experience, age and salary required. 
Box 7607 
Advertiser's Weekly 180 Fleet St EC4 


MINIATURE LETTERING ARTIST for 


watch dials (homework) required.-~ 
Apply Swissco, 123 Clerkenwell Road, 
BCA. Tel; HOL 3992. 


432 


be made through a Local Office of the 
oy Di ty. CA, fal, hs --- 
or is provisions of 


GEOFFREY DADD LTD. 
require another really good 


LAYOUT MAN 


The man we want must be @ good visualiser and able to produce well-finished roughs 
for client presentation. Should have e modern outlook and a reliable knowledge of 
type. Ability to do some finished artwork an edventage. 


incidentally, we specialise in technical advertising and print, bul that does not mean 
een tapes aun 026 att and Gh tab tine Guving cog-ehesh. Far trom it. 


_ This is on interesting job for « layout man of established ability. 
GEOFFREY DADD LTD. 
“Woodside”, 90 Epsom Road, Sutton, Surrey. 
Telephone: DERwent 4444 (4 lines) (Near Morden Tube Station) 


oe ae a 


May 20, 


1954 


‘CLASSIFIED ADVERTISEMENTS I APPOINTMENTS. VACANT | 


ga 
PRODUCTION 
ASSISTANT 


We want a young man who is 
soundly trained in all aspects of 
mechanical production and has 
finished National Service. if you 
want a chance to grow in salary 
and status with a vigorous, ex- 
panding agency, this is the job you 
are looking for. 

Call, write or telephone for an 


INTAM LIMITED 


14 Half Moon Street, W.1 
Telephone : Grosvenor 5526 


REPRESENTATIVE, \cerner or part- FREELANCE ARTISTS REQUIRED. 
timer, wanted, Wembicy/Harrow area. Regular flow of work given w Free- 
Box 7587 Ad, Weekly 180 Pleet St BC4 lance Artists specialising in first-class 

Retouching, Sill Life and Mail ww 
Fashion. eekly payment. Wri 
COPYWRITER Box 7648 Ad. Weekly 180 Flee: St “ECs 
with knowledge of producti ome 
arranged. Agoly giving full deteis of ex- Interested in Production ? 
perience to: aged around 20—22? Then ring 
BENNETT WILLIAMS (Advertising) Ltd. CEN 4030 and ask for the 
16a Westgate, Bradford, Yorks. Production Manager. The 
prospects are excellent. 


PRINT BUYER of large Agency requires 


an au Giedeus faviss cen GORDON & GOTCH ADVERTISING LTD. 


ALL-ROUND ARTIST, 


experienced, 
quired for West End. Write details, 
Box 7610 Ad. Weekly 180 Fleet St EC4 
ARE YOU a young and keen artist? If 
you consider your work, especially your 
lettering, is meat and stylish write us 


for an appoiniment. We have an 


ADAPTATION AND PASTE UP 
ARTIST required. Lettering or line 
drawing an advantage. Piease ring Mr. 
Hornsby, CEN. 2416. 


YOUNG MAN required for Adveriise- 


rite full detatis 
Box 7612 Ad. Weekly 180 Fleet St BC4 


Assistant 
Display Designer 
either sex 


required for Publicity department 
of large London organisation to 


ment Department. Knowledge of copy, 
blocks and proofs. Apply Secretary, 
The Drapers’ Record Ltd., 229/231 
High Holborn, W.C.1. 


STUDIO ASSISTANT 


Young lady to assist in studio. 
Knowledge of lettering and layout 
an advantage. 

METAL SIGNS LIMITED 
Osborn Street, London, E.1. BIS 0361 


opening in pleasant studio atmosphere. 
Box 7649 Ad. Weekly 180 Pieet St BC4 


1. Letterer, adaptable most current 
styles. 

2. Designer, able to finish when time 
permits. 

This studio is unique, we stop to eat. 

Apply: 
Box 7649 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHING ARTIST REQUIRED, 
fully experienced in top-class retouch- 
ing of mainly engineering subjects. Top 
salary. Hampstead area. Write 
Box 7647 Ad. Weekly 180 Pieet St BC4 

BOOKING IN CLERK required by weil- 


GENERAL CLERK 
Street. 


ADVERTISING DEPARTMENT requires 


young man with initiative and some 
experience in manufacturers’ advertising 
routines to assist in gencral running of 
departmem and to liaise with agency. 
Excellent opportunity for right appli- 
cam. Write, giving full details, wo 
Sales Director, Pilot Radio Lid., Park 
Royal Road, N.W.10. 


ESTABLISHED MANCHESTER WEEK- 


LY NEWSPAPER requires experienced 
advertising canvasser, attractive posi- 
tion, prospects. 

Box 7614 Ad. Weekly 180 FPieet St BC4 
for Publishers’ 


assist in preparation of designs and 


er., 
Box 7611 Ad, Weekly 180 Pieet St BC4 


established process engravers. Apply Office, ject Some experience 
stating wages requ . experience, = Progressive situation. Age 


Box 7615 Ad, Weekly 180 Fleet St BO4 


working drawings for exhibition 
stands, display panels, posters, etc. 
Interesting and permanent position 
for young designer with modern 
outlook and previous training or 


experience, 


Full details and salary required to 


BOX 7595 
Advertiser’s Weekly 180 Fleet St London EC4 


Up and Coming Young 
Copywriter Wanted 


This is an opportunity for a young man with at least three 
years’ agency copywriting experience. He will be the 
right-hand man of the group copy chief who will expect 
him to work out bright, original copy themes without 
constant supervision. 

Details about yourself—your age, education, experience 
and salary required—should be sent to 


THE JOINT-MANAGING DIRECTOR 
T. B. BROWNE LTD., 117 PICCADILLY, LONDON, W.i 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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May 20, 1954 


CLASSIFIED ADVERTISEMENTS 


is this this hee 5 you ome 


PRACTICAL PRINTER 


(8 years’ Managerial) 
Seeking position where capabilities 
can be used to mutual advantage 
Experience also includes :— ; 
DIRECT MAIL PUBLICITY 
PUBLIC SPEAKING 
A GOOD ORGANISER 
Knowledge of magazine editonal work 
Can pian print from idea to recipi- 
ent’s letter—and estimate the cost! 
AGE 48 (Solid Experience—No Bluff!) 
Box 7572 
Advertiser's Weekly 180 Fleet St EC4 


PRINT BUYER, aged 38, 20 years’ all- 
round experience of Printing Industry, 
secks change. Write 
Box 7567 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN, thirtyish, experience 


Publicity Aanrting Depts., secks 
sure. Lond 
Box 7591 Ad, Weekly 180 Pleet St BC4 


YOUNG 
ADVERTISEMENT MANAGER 
seeks @ progressive situation in 
production and/or creative -section 
of publicity department of manu- 
facturing or national organisation. 
Anything which offers scope for 
advancement in return for hard 

work considered. 


Box 7514 
Advertiser's Weekly 180 Fleet St EC4 


| 


DAA. STUDENT standard), 
leaving R.A.P. July, seeks agency post. 
Available interview 24th May tw 9th 
June. 

Box 7589 Ad. Weekly 180 Fleet St ECS 
READER, forced work home by iliness, 
seeks job reading MSS, reviewing. 
Box 7590 Ad. Weekly 180 Fleet St BC4 


POST-WAR MODEL 
Advertising Man 
Immaculate condition despite 8 years’ 
extensive use by busy Agencies. Good 
all round, two owners only since new. 
Nicely upholstered i in experience—Copy- 
writer, Production M r, Media 
Specialist, Accounts Executive, General 
Manager. Reliable Shock Absorbers 
(adjustable) for client contact. At 34 
must reverse from provincial cul-de-sac 
for broader roads anywhere. A.A. or 
Factory inspection invited. Guaranteed 
for many years. Best offer over £950 p .a. 
Box 7624 Ad. Weekly 180 Fleet St EC4 


SOUND COMMERCIAL 
ART BUSINESS 
required 
We are instructed to institute in- 
quiries concerning part or whole 
interest in a Commercial Art Studio 
situated in London. Absolute sec- 
recy is guaranteed. 

Full particulars to : 
FREDERICK A. DEAN & CO. 
Certified Accountonts, 
91/93 Bishopsgate, E.C.2 
Principals only, please. 


ai BUSINESS OPPORTUNITIES FREE LANCE SERVICES 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able to 
design attractive cards— 
Christmas, Birthday and 
Special Occasion-—suitable for 
general market. Novelty of 
design and/or fold of 
card particularly interesting. 
Roughs or artwork should be 
sent for consideration to 


A. MASON & Co. Ltd. 


207 ST. JAMES'S ROAD 
CROYDON ° SURREY 


PRINTERS: A publisher with several 
established periodicals but no partner 
wishes to meet a printer with publishing 
experience willing to take a share in 
his business with a view to taking it 
over in the event of his having to 
retire owing to age or infirmity. 
yy — of printing wrnover about 

annum, which is increasing. 
ge! 7543 | Ad. Weekly 180 Fleet St BC4 


LONG RUNS WANTED by South Coast 
Printers for —, Automatics—Colour, 
H/T or commerci 

Box 7593 Ad. Weekly 180 Fleet St BC4 


MANUFACTURING 
PRINTERS 


are interested in the purchase 

of seasonal designs—particu- 

larly Xmas—suitable for all- 

over designs in two, three or 

four colours for wrappings. 
Box 7603 

Advertiser's Weekly 180 Fieet St EC4 


BEAUTY PRODUCTS, complete range, 
products invented from a secret for- 
mula by a famous Physician, Owned 
by «a small company secking further 
capital or services for international 
market, Manufacturing Chemists and 
Investors invited to collaborate,—Write 
fully to Owners 
Box 7580 Ad, Weekly 180 Fleet St BC4 


ARTIST, all-round retouching, lettering, 
line, ctc., 7 , neee job, three or 
four days a 
Box 7634 Ad "Weekly 180 Fleet St BC4 

ARTIST /PRODUCTION MANAGER 
GO), 14 years’ Agency/Studio/ Pub. 
experience in visualising, layout, gen. 
A/W. seeks a creative change 
Box 7635 Ad. Weekly 180 Fleet St BC4 

“HAND - PICKED” SECRETARIES. 
The Wigmore Agency, 67 Wigmore 
S., W.1 HUNter 9951/2/3. 


MISCELLANEOUS 


DIRECT MAIL. Lowest prices for ad- 
dressing and mailing. 
creative staff—ideas, 
Peter Thorpe and Partners, 23 Kings 
Road, 5.W.3. KEN 0689 


SALES AND WANTS 


BLOCK STORAGE CABINET required. 
Details and price to Collinson’s Adver- 
tising Agency Ltd., Guildford Cham- 
bers, 111 The Headrow, Leeds 1 

ELEGANT GLISTENING DANAURA 
modern venetian blinds give continucd 
ventilation without draughts. 
winter fucl and lighting costs Are 
easily kept clean. Light-weight, robust, 


non-corrosive, he: 
8, Danaura Lid., 


| 
| 
| 
| 


ARTIST in the North 


seeks Agency able to provide con- 
stant flow of fashion and general 
figure work. 

Box 7696 


Advertiser's Weelty 180 Fleet St EC4 


TRADE OR TECHNICAL journal - 
prictors § cx 
invited by expanding publishers to offer 
outright sale or interest with view to 
future management. Sawell Pubtica- 
tions Lid., Ludgate Circus, E.CA. 


SOUTH COAST PRINTERS have Rotary 
~—Capacity for weekly or monthly 
publications up wd 32 pps. fixed page 
size 14 ins, x 10 i 
Box 7594 Ad Weekly 180 Pleet St BOS 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 


GOOD WRITING. If you can't cope, 
Freelance Copywriter can supply sound 
work on time; fully experienced Adver- 
tising, plain or fancy; catalogues, firm's 
histories, etc.; all technicalities under- 


stood, 

Box 7477 Ad. Weekly 180 Plees St BC4 
LAVOUT-IDEAS-ARTWORK. Please 

write to 

Box 7473 Ad. Weekly 180 Fleet St BC4 
FOR BOOKLETS, ‘Brochures, Leaflets, 

etc.—layouts and finished Art work to 

your specification or my original ideas. 

Box 7470 Ad, Weekly 180 Fleet St BC4 
PREE-LANCE ARTIST, versatile, socks 

studio appointment 

Rox 7633 Ad. Weekly 180 Fleet St BCS 
LAYOUT ARTIST (Ex. Fig.) 

in folders and brochures ~~ oe 

missions. 

Box 6935 Ad. Weekly 180 Pleet St BOS 
FEMALE VISUALISER/COPYWRITER 

requires free-lance work. 

Box 7592 Ad. Weekly 180 Pleet St BC4 
LOOKING FOR <A__FREE-LANCE 

ARTIST IN SCRAPER? Then write 

now for my handsome album of 

photographic specimen drawings con- 

taining practically everything that you 

are likely to require. You won't be 

wasting your time, No obligation, 

Douglas Reay, Mount, 

Leeds, 8. 


FOR ILLUSTRATIONS OF 


FURS 


‘phone GERrard 2269 
THE BERWICK STUDIO 
63 Berwick Street, London, W.1 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


LETTERING, DISPLAY, COMMERCIAL 
SCULPTURE, by experienced artist, 


115 Bisenham Street, 5.W.18, Putney 


Field End 6552, Clissold 0015 


ACCOMMODATION 


OFFICES TO LET. Strand, adjoining 
Pieet Street. £6 15s, per room. CEN 
0604 


VICTORIA STREET. Si room in 
important building with lift, carctakers, 
etc.,, w let on three year agreement 
at an inclusive rental of £75. Tele- 


. Apply 
Box 7597 Ad. Weekly 180 Pleet St BOS 
SPACE available Ficct Street Studio for 
-lance artist Perfect light. 
Box 7598 Ad. Weekly 180 Fleet St BOS 
SHARE OFFICER WANTED, use tele- 
phone, W.1 district, 
Box 7617 Ad. Weekly 180 Fleet St BCS 
TWO ESTABLISHED free-lance artists 
require a room in the W.1 district 
with phone, light and heat, etc. 
Box 7618 Ad, Weekly 180 Fleet St BC4 
ACCOMMODATION sult Free-lance 
Arciets, W.1 Area, Phone: OER 
9586 


PRINTERS 


| SERVICE TO PRINT BUYERS! 


Our facilities in typesetting, letterpress 
machining, binding end direct 

will more then recompense your interest 
in sending us en enquiry. 


LINCOLNSHIRE CHRONICLE 
General Printing House, 
Waterside Lincoin 
Telephone: 666 


SPECIAL ANNOUNCEMENT! 


See May 13 issue of Apver- 
TISER'S WERKLY, pages 356, 
357, 358 for the Advertising 
Services & Supplies Section. 
June 10 will be the next issue 
containing these Services. 


See May 13 issue of Apver- 
TiseR's WEEKLY, pages 360, 
oe 362, for the onthly 
magnet of Trade and Spe- 
cialist Publications Section. 
June 10 will be the next issue 
containing this Register. 


COURSES 


precious time—and money | 


A.A. and LLP.A. EXAMS 


SUMMER TERMS FOR SUMMER STUDY 


For a limited period ICS Home Study Courses in preparation for the 
above exam are available at reduced fees! These practical and up-to-date 
courses have been prepared by exparienced and successful advertising 
men with your special needs in mind. Start this training now and you save 


Every year with our help many advertising men and women have 
become Associates of the IIPA or AA diploma holders. This is your chance to 
prepare for future success at the minimum cost to yourself! 


We also give specialised training in COMMERCIAL ART, 
POSTER DESIGN, LETTERING and SIGN WRITING 

Write TODAY for free book containing information about 

our valuable instruction service and for details of ou 

Special Summer Term Offer. 


DEPT. 2C INTERNATIONAL CORRESPONDENCE SCHOOLS 


INTERNATIONAL BUNRDINGS, KINGSWAY, 


LONDON, W.C.2 
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Advertiser's 
Weekly 


dali 


S. »s copy 
52/6 a year 
Post free 


5§/- (overseas) 


STOP PRESS 


Bids for weekly 
‘Recorder 


Understood that W. A. Sarson, 

| who was appointed liquidator of 

The Recorder Lid., at a meeting of 

| creditors on Monday (see page 381), 

is negotiating with two or three 

separate interests for an offer to 

enable weekly “Recorder” to con- 
tinue publication. 


ee) 


They are all 
IN 


to this 


“National advertising—supported 
by exhibitions, films, direct mail and 
publications—is spearhead of a 
dynamic sales drive,” said Col. Sir 
Harold Smith, chairman of the Gas 
Council, addressing Gas Sales and 
Service Conference at Southport. 
“But it must be emphasised that if 
we are to obtain the most effective 
results from an advertising cam- 
paign, it must be supported by local 
advertising attuned to local tastes 
and conditions, and both must be 
reinforced by outside representa- 
tives’ personal contacts and by 
direct selling in well-equipped show- 


Salesman 


American cotton merchants, 
brokers, and executives of cotton 
exchanges in several States used 
four full pages of “Manchester 
Guardian” to express greetings to 
Liverpool Cotton Association on re- 
opening of Liverpool Cotton 
Exchange. 


IN... in more ways than one! Senior executives are . 
always receptive to a journal which keeps them constantly —_ ag @ 


vision Bill proposes Independent 


up to date in matters of staff management economy and 
efficiency, whilst other officials, more intimately concerned 
with Personnel Management and Welfare are seldom 
away from their functional departments . . . seldom 
available to the ordinary salesman, but always “at home’’ 
when their monthly copy of PERSONNEL MANAGE- 
MENT, WELFARE AND INDUSTRIAL EQUIPMENT 
arrives. This is the modern, practical magazine which 
reaches and influences progressive Industrial Managements 
at all levels . . . it should be in the forefront of your selling 
campaigns. To see why, ring Chancery 8844 NOW 
for a copy. 


The Journal 
your buyer 


—whatever his title 


which 


reaches 


Television Authority should be re- 
quired to keep records for three 
years of all sivesiiemnante in case 
of any dispute arising over alleged 
infringements of Merchandise 
Marks Act. 


Sanforized Service launching addi- 
tional advertising aimed at women. 
Leading women’s weekly magazines 
to be used as well as national press. 
Agents: Young & Rubicam Ltd. 


Paul Fabricius (Unilever) retired 
after five years as chairman, C —_ 
hagen Sales and Advertisin 
ciation. Successor is Knud hh 
(Esso). 

Ray Sinan’, space buyer and 
auene, E. Allan-Cooper & Co., 
Lid., joins Young & Rubicam Ltd. 
on Monday as a space buyer. 

Dennis A. Crimp, senior copy- 
writer, F. C. Pritchard, Wood & 
Partners is joining Vernons on May 
31 to manage a creative group. 

New Morris Oxford being 
launched with spaces in national 
dailies, London evenings, Glasgow 
papers, class magazines, motoring 
nerdy y 4 front covers). Agents: 

Advertising. 


Next president of the British 


Poster Advertising Association will 
| be H. Barrett, director, Wolver- 
| hampton Eiipeding Co., Ltd. 


SHAW PUBLISHING CO., 180 FLEET STREET, LONDON, EC 4. TEL. CHANCERY 8844 


Pubiished ty tho Poopeteton, at their office at 180 Pieet Street, B.CA. 
av 


PUBLI London, 
964. Printed in Pretand bv Keliher 477 wm & Kearns td. 15-17 Harfielde Tondon. $ 


Chancery 8844.) 
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